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THE  COMMODITIBS  UPON  WHICH 


THIS  ANALYSIS  IS  BASED 


Product  A 


A  product  uaed  for  foot 
relief 


Product  B 


A  vegetable  shortening 


Product  C 


A  prepared  dessert  Intend- 
ed primarily  for  children 


Product  D 


A  dentifrice 


Product  E 


An  accessory  used  In  con- 
nection with  rugs 


Product  F 


Product  G 


Product  H 


A  flavoring  and  food  In- 
gredient 

A  food  served  around  the 
holidays  and  also  used  In 
cooking  and  baking 
A  dried  fruit  used  princi- 
pally In  cooking  and  baking 


Product  I 


A  gelatine  product 


INTRODUCTION 


The  exietenoe  of  wide  variations  in  the  effectiveness  of  advertising  has  always 
been  an  aooepted  fact,  but  th«  causes  of  these  variations  is  a  problem  upon  which  the 
advertising  profession  is  not  entirely  agreed.   The  present  report  is  the  result  of 
a  desire  to  analyse  the  variations  in  the  effectiveness  of  advertising  from  a  new 
point  of  view,  and  if  possible  to  bring  the  causes  of  these  variations  into  a  some- 
what sharper  focus. 

The  statistical  basis  of  the  present  report  is  the  actual  returns  from  more  than 
$  £,000,000  worth  of  keyed  advertising  appearing  in  a  group  of  24  general  magazines, 
1  total  of  454  advertisements  representing  eight  different  commodities  were  analysed 
in  an  effort  to  explain  the  variations  in  advertising  response.  In  addition  to  the 
records  from  the  454  advertisements,  supplementary  information  was  obtained  covering 
91  additional  advertisements.  However,  this  latter  material  was  used  only  in  connec- 
tion with  the  analysis  by  publications. 

In  general,  three  lines  of  investigation  were  followed,  namely,  (1)  an  analysis 
of  the  advertisement  itself;  (2)  an  analysis  of  the  publication,  chiefly  with  respect 
to  its  editorial  appeal;  and  (3)  an  analysis  of  the  reader  from  the  standpoint  of  the 
forces  which  mould  and  modify  his  customs  and  habits  and  influence  his  actions. 

In  an  effort  to  approach  advertising  analysis  from  a  fresh  point  of  view,  an  at- 
tempt was  made  to  ancU.yse  advertising  in  terms  of  fundamentals.   Every  advertisement 
was  examined  and  rated  according  to  the  accepted  qualities  of  good  headlines,  copy 
and  layouts.  The  results  of  this  line  of  study  are  not  included  in  the  main  body  of 
the  report  chiefly  because  the  findings  are  contrary  to  present-day  advertising 
thought.  For  example,  it  was  impossible  to  demonstrate  the  presence  of  a  consistent 
relationship  between  the  rating  of  an  advertisement  and  the  response  which  that  ad- 
vertisement actually  received.   It  was  felt  that  this  Inconsistency  was  due  in  p€u:t 
to  the  difficulty  in  selecting  a  scale  of  values  which  would  minimize  the  influence 
of  personal  opinion.  Moreover,  it  was  extremely  difficult  in  many  cases  to  decide 
exactly  what  rating  a  particular  advertisement  should  receive  with  respect  to  its  ar- 
rangement and  the  quality  of  the  copy. 


Although  the  primary  purpose  of  the  survey  was  to  determine  and  to  evaluate  all 
elements  which  influence  advertising  response,  the  course  of  the  investigation  was 
materially  altered  because  of  limitations  in  the  statistical  data.    For  example, 
many  lines  of  study  which  would  have  warranted  more  detailed  examination  had  to  be 
treated  very  lightly  or  completely  eliminated  from  the  report  due  to  lack  of  varia- 
tion in  advertising  practice  or  because  of  deficiencies  in  the  original  material. 
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Variations  In  the  Effectiveness  of  Advertising 


Having  prooeedod  upon  the  assumption 
that  the  effectiveness  of  advertising  va- 
ries widely,  perhaps  we  should  pause  here 
long  enough  to  consider  the  nature  of  the 
more  fundamental  types  of  variation  and  to 
Indicate  from  actual  records  how  extensive 
these  variations  have  been  among  the  prod- 
ucts covered  by  this  report.   We  propose 
to  demonstrate  the  existence  of  three  fun- 
damental types  of  variation: 

1.  Variations  between  products 

2.  Variations  between  advertisements 

3.  Variations  between  publications 

In  addition  to  these  accepted  and  obvious 
variations,  we  shall  Indicate  the  pres- 
ence of  Inconsistencies  which  seem  contra- 
ry to  present-day  advertising  thought. 

TABLE  1. 
An  Analysis  of  Inquiry  Costs  Aooordlng  to  ths  Produot 


Number 

Total 

Total 

Cost  per 

Product* 

of  Ads. 

Inqulrlss 

Space  Cost 

Inquiry 

Produot  A 

61 

4,334 

$  56,984. 

$  13.15 

Product  B 

54 

15fl,190 

640,900. 

4.10 

Product  C 

19 

55,307 

56,700. 

1.03 

Produot  D 

132 

141,002 

713,695. 

5.06 

Product  E 

50 

37,858 

115,604. 

3.05 

Product  F 

8 

102,207 

80.850. 

.50 

Product  G 

12 

25,951 

118,200. 

4.55 

Product  H 

19 

66,054 

114,650. 

1.74 

*G«neral  descriptions  of  each  product  are  glTen  at  the 

beglrinlng  of  the  report 

The  first  t3rpe  of  variation  Is  of  lit- 
tle Importance  as  far  as  the  present  study 
Is  concerned.  However,  It  is  of  Interest 
because  It  reveals  how  widely  the  cost  per 


Inquiry  may  vary  among  different  products. 
This  variation  Is  shown  In  Table  1,  and 
It  can  perhaps  be  explained  upon  the  basis 
of  the  size  of  the  market.  In  general,  the 
relative  volume  of  inquiries  which  a  given 
product  will  receive  is  dependent  upon  the 
size  of  the  market  for  that  produot. 

TABLE  2. 


Coin]>arlson  of  the  Results  of  Different  Copy 
In  the  Same  Publication 


Produot  D 


Cost 

Issue 

American  Magazine 

Per  Reply 

February 

Copy  A 

1  1.73 

March 

Copy  D 
Delineator 

3.87 

January 

Copy  A 

5.86 

February 

Copy  B 
Good  Housekeeping 

t.es 

February 

Copy  A 

3.14 

November 

Copy  B 
Ladles  Home  Journal 

11.11 

Uay 

Copy  A 

3.39 

August 

Copy  B 
Pictorial  Bevie* 

8.55 

February 

Copy  A 

2.61 

November 

Copy  B 
lloCall's 

9.08 

March 

Copy  A 

2.87 

October 

Copy  B 

7. 43 

Table  2  shows  a  series  of  variations 
which  were  found  to  exist  between  differ- 
ent advertisements  in  the  same  magazine. 
These  advertisements  all  belong  to  the 
same  campaign  of  the  same  advertiser  and 
are  identical  in  everything  except  copy. 
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It  is  important  to  note  that  theae  varia- 
tions are  not  peculiar  to  a  certain  prod- 
uct or  to  certain  types  of  products.  Table 
3  shows  the  same  degree  of  variation  among 
products  of  an  entirely  different  nature, 

TABLE  3. 

Comparison  of  the  Results  of  Different  Copy  In 
the  Same  Publication 


Issue 


Kerch 
April 


March 
May 


Product  E 


January 
March 


Delineator 

Copy  A 

Copy  B 

McCall's 

Copy  A 

Copy  B 

Product  H 

1  Home  Jour 

Copy  A 

Copy  B 

Product  B 

Cost 
Per  Reply 


$  1.45 
2.85 


in  a  substantial  decrease  in  inquiry  cost 
while  the  same  change  in  another  magazine 
is  exactly  the  reverse. 


TABLE  4. 

Comparison  of  the  Results  of  the  Same  Copy 
in  Different  Publications 


1.74 
3.66 


£.15 
.99 


January 
Uarch 


January 
Febrimry 


Ladles  Home  Journal 

Copy  A 
Copy  B 

MoCall'a 

Copy  A 
Copy  B 


17.83 
7.34 


15.14 
3.85 


The  comparisons  made  in  Tables  2  and 
3  were  of  advertisements  in  the  same  se- 
ries, in  the  same  size  space,  and  in  the 
same  publications.  In  other  words,  only 
the  copy  and  the  layout  have  been  varied. 
Table  4  shows  the  variations  which  were 
brought  about  when  the  same  advertisement 
was  exposed  to  different  reader  groups. 
These  advertisements  were  identical  in  eve- 
ry respect:  the  only  change  has  been  in 
the  publication. 

All  variations  which  have  been  pre- 
sented so  far  are  generally  accepted  and, 
in  the  main,  they  can  be  explained  in 
terms  of  known  advertising  laws.   There 
is  another  type  of  variation  which  defies 
advertising  laws  and  is 'therefore  rather 
difficult  to  explain.  For  example,  the 
change  in  copy  in  one  publication  results 


Product  D 


Magazine 

Issue 

Copy  "ABC 

Coamopolltan 
Good  Housekeeping 
lt{oCall*s 

April 
April 
May 

Copy  ••lYZ" 

MoCall's 
Delineator 
Pictorial  ReTlew 
Good  Housekeeping 

November 
November 

November 
November 

product  S 

Copy  "ABC" 

Delineator 
Collier's 
House  k   Garden 

March 
May  7th 
April 

Copy  "XYZ" 

Pictorial  Review 

American 

House  3eautlful 

February 

V.arch 

April 

Product  B 

Copy  "ABC 

McCall's 
Pictorial  Review 
Delineator 

February 
February 
February 

Copy  "XYZ" 

Delineator 
Ladles  Home  Journal 
MoCall'B 
Pictorial  Review 

March 
March 
March 
March 

product  F 

McCall's 
Delineator 
Ladles  Hoae  Journal 
Tower  Magazines 


Copy  "ABC" 

February 
March 
Febr\iary 
Maroh 


Cost 
Per  Reply 


I  4.84 
6.85 
3.49 


5.70 

7.96 

9.08 

11.11 


1.45 
3.77 
7.41 


1.83 
3.6C 
6.85 


3.85 
4.99 
6.41 


5.8b 

7.34 

7.83 

11.02 


.87 
.S4 

.S9 
.61 


A  few  of  these  inconsistencies  are  shown 
in  Table  5.  They  are  presented  here  not 
because  of  any  bearing  they  may  have  had 
upon  the  course  of  the  investigation,  but 
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merely  to  reyeal  the  presence     of  a  foroe 
which  apparently  has  no  respect  for  adver- 
tlslng  laws. 

Varlatlona 

TABLE  5. 
Whloh  are  Inoonalatent 

The  group  of  inconsistencies  shown  in 

Product  D 

Table  5  does  not  by  any  means  Include     all 
that  might  have  been  cited.       However,     an 

laaue 

Coat  per  Reply 
Modem  Magazlnea 

Coat  per  Reply 
Romance  Group 

attempt  was  made  to  choose  representatiye 
products  and  publications.       In  an  effort 
to  determine  the  causes  of  some  of  the  in- 

July 
Auguat 

Copy  A 
Copy  B 

1   2.76 
6.67 

$  6.4£ 
4.01 

consistencies  cited  here,   prominent  adver- 

Product  B 

tiPing  men  were  interTiewed.  However,  none 
were  able'  to  offer  an  explanation. 

laaue 

March 
May 

3opy  A 
:opy  B 

Coat  per  Reply 
Delineator 

5.85 
10.71 

Coat  per  Reply 
Pictorial  Review 

It  is  believed  that  further  study  of 
advertising's  inconsistencies  will  go  far 

11.02 
10.07 

towards  clarifying  advertising  laws  and  es- 
tablishing advertising  as,  at  least,   an  ex- 

laaue 

February 
March 

Copy  A 
Copy  B 

Coat  per  Reply 
MoCall's 

Coat  per  Reply 
Delineator 

perimental  science.     Whether  or  not  adver- 
tising will  become  an  exact  science  hinges 

3.85 
7.83 

6.41 
5.85 

upon  the  explanation  of  the  inconsistencies 
and  their  harmonization  with  the  accepted 

Product  A 

advertising  laws. 

laaue 

March 
May 

Copy  A 
Copy  B 

Coat  per  Reply 
Delineator 

Coat  per  Reply 
iWoman'B  Home  Comp. 

10.61 
6.81 

6.92 
24.24 

Variations  Traceable  to  Elements  Within  the  Copy 


In  this  study  an  effort  has  been  made 
to  give  special  consideration  to  the  tangi- 
ble or  mechanical  side  of  advertising,  and 
to  indicate  as  far  as  possible  those  char- 
acteristics which  seem  to  modify,  in  one 
way  or  another,  the  degree  of  advertising 
response.  Of  all  the  elements  which  are 
responsible  for  variations  in  advertising 
response,  the  mechanical  characteristics 
are  most  readily  subject  to  variation  and 
control  because  they  are  the  factors  which 
the  advertiser  determines,  and  which  he 
may  vary  at  will.   This  brief  analysis  is 
not  put  forward  as  a  comprehensive-;  study 
of  every  mechanical  factor  which  may  influ- 
ence advertising  response.  Many  important 
factors  have  had  to  be  omitted  from  consid- 
eration because  of  limitations  in  the  data. 


In  measuring  the  degree  of  influence 
caused  by  variations  in  the  illustration 
theme,  two  fairly  consistent  tendencies 
were  observed.   These  are  indicated  in  Ta- 
ble 6.   In  the  first  place,  an  illustra- 
tion of  the  product  itself  is  usually  ac- 
companied by  a  high  cost  per  reply,  while 
the  dramatization  of  the  product  in  use  or 
the  result  of  its  use,  is  accompanied  by  a 
low  inquiry  cost.   It  is  quite  logical  to 
expect  the  consumer  to  be  more  interested 
in  what  the  product  will  do  for  him  than 
he  would  be  in  the  product  itself.  In  Prod- 
uct A  it  is  interesting  to  compare  the  in- 
flu.«nce  of  positive  and   negative  appeals. 
The  "Result  of  Use"  is  the  positive  appeal 
which  says,  *rrhis  is  what  my  product  will 
do  fcr  you,"  and  the  "Result  of  Disuse" 
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Tmpr^B^ntB   t]|«  negatlTe  approaoh  which 
MLTt,  "Thla  la  what  will  happen  to  you  If 
you  dmi*t  uaa  vy  product.**  Tha  fact  that 
tha  aoat  par  raply  for  tha  nagatlve  appeal 
la  alnoat  double  that  of  the  poaltlye  ap- 
peal would  aeem  to  Indicate  that  the  poal- 
tlye  appeal  la  mora  effective. 

TIBLI  6. 

▲n  inalysla  of  laqnlry  Costa  Aooording  to 
th«  Zlloatratlon  Th«m« 


Illustration 

Theme 


NuBber 
of  Ads. 


Total 
Inqulrlee 

(Produot  ▲) 


Total     Coet  per 
Space  Coet  Inquiry 


Picture  of  Product 
Result  of  Use 
Result  of  Disuse 
Irrelerant 


Picture  of  Produot 
Produot  In  Uee 
Result  of  Use 


Result  of  Use 
Irrelevant 


Picture  of  Product 
Produot  In  Use 
Result  of  Use 


30  1,419 

69  4,072 

9  169 

4  111 

(Product  I) 

6       1,103 

43      35,745 

1       1,010 

(Product  C) 

8      19,625 
22      43,595 

(Product  H) 

5  13,356 

6  28,287 
6      24,411 


$   22,286. 

49,603. 

4.035. 

3,168. 


5,625. 

106,279. 

3,700. 


21.922. 

39,190. 


25.200. 
52,025. 
37,425. 


I  15.71 
12.16 
21.39 
28.54 


9.10 
t.97 
9.66 


1.12 

.90 


1.89 
1.84 
1.99 


The  other  four  products  did  not  display  any 
variation  In  the  Illustration  theme. 


The  Istportance  of  a  coupon  In  influ- 
encing replies  has  bean  repeatedly  demon- 
strated by  adrertlslng  research,  and  al- 
though the  eyldence  presented  here  Is  rath- 
er meagre,  It  atrongly  fayors  the  notion 
that  the  eaaler  you  make  It  for  a  person 
to  respond  the  more  replies  you  will  get. 
▲a  ahown  In  Table  7,  Product  B  reoelved  In- 
quiries at  a  cost  of  |  12.88  from  67  adver- 
tlaamenta  without  coupons  while  three  ads. 
containing  coupons  produced  Inquiries  at  a 
coat  of  58  cents  each.  Product  H  was  able 
to  secure  Inquiries  at  a  lower  cost  by  In- 
creasing the  size  of  the  coupon.   The  re- 
sulta  of  Product  F  aeem  contrary  to  the 
preylous  obseryatlons .  Howeyer,  the  dif- 
ference In  cost  per  reply  between  the  ads. 
with  ayerage  coupons  and  those  with  large 
coupons  la  comparatlyely  email.  Moreoyer, 


It  la  queatlonable  whether  the  difference 
In  alze  between  the  ayerage  and  the  large 
coupons  was  sufficient  to  haye  any  Influ- 
ence upon  the  reader. 

Closely  linked  with  the  coupon  as  an 
Important  factor  In  modifying  adyertlslng 
response  Is  the  offer.  The  offer  refers 
to  that  which  la  held  out  as  a  reward  for 
returning  a  coupon.  It  may  be  a  sample  or 
a  premium;  or  It  may  be  nothing  more  than 
a  catalog  or  other  literature.   In  any  e- 
yent,  the  degree  of  response  which  an  ad- 
yertlsement  receives  bears  a  direct  rela- 
tionship to  the  yalue  of  the  offer.  Thus 
If  the  offer  Is  a  free  sample  or  a  free 
premium  the  reader  will  be  much  more  apt 
to  respond  than  If  It  consisted  merely  of 
some  free  literature  about  the  product.  If 
a  charge  Is  made  for  the  sample  or  the  pre- 
ml\2m  the  retiims  tend  to  shrink  sharply. 
Unfortunately  the  lack  of  yariatlon  In  the 
nature  of  the  offer  by  the  adyertlsers  in- 
cluded In  this  report  has  been  yery  slight, 
What  Information  there  was  bears  out  the 
conclusions  outlined  aboye.  (See  Table  45 
In  the  Appendix) 

TABLE  7. 

An  Analysis  of  Inquiry  Costs  According  to 
the  Use  of  a  Coupon 


Use  of  a 

Coupon 

Number 
of  Ads. 

Total 
Inquiries 

Total 
Space  Cost 

Cost  per 
Inquiry 

(Produot  B) 

No  Coupon  at  All 
Coui>on  Featured 

67 
3 

47,104 
109,951 

(Product 

1 

H) 

606,638. 
63,400. 

$  12.88 
.56 

ATerage  Coupon 
Large  Coupon 

5 

14 

18,609 
47,445 

(Product 

F) 

37,500. 
77,150. 

2.02 
1.63 

Average  Coupon 
Large  Coupon 

4 
9 

96,410 
148,460 

36,900. 
78,925. 

.38 
.53 

The  other  five  products  did  not  display  any 
variation  In  the  use  of  a  coupon. 


Another  factor  which  was  found  to  af- 
fect materially  the  yolimie  of  replies  was 
the  tying  up  of  the  offer  in  the  body  of 
the  copy.  For  example,  Product  D  ran  103 
adyertlsements  during  the  period  coyered 
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by  this  report  and  in  31  of  these  ads.  ref- 
erence was  made  to  the  coupon  offer  in  the 
body  of  the  copy.  The  other  72  ads.  didn't 
contain  this  suggestion,  in  fact  nothing 
was  said  about  the  offer  except  in  the  cou- 
pon. A  comparison  of  the  inquiry  costs  as 
revealed  in  Table  8  indicates  that  the  use 
of  the  suggestion  in  the  copy  resulted  in 
a  decrease  of  more  than  20  per  cent  in  the 
cost  per  reply.  This  is  shown  graphically 
in  Fig.  1. 

TABLE  8. 

Effeot  of  Suggesting  Sample  Offer  in 
the  Body  of  the  Copy 


product  D 

Suggestion  In 
body  of  Copy 

No  Suggestion 
in  the  Copy 


Number     Total      Total     Cost  per 
of  Ads.   Inquiries   Space  Cost   Inquiry 


31 
78 


36,273    ^  160,800.    ?  4.43 
79,632      455,700.     b.72 


I.Tt 


I 
2 

N 
8 


ntloMd  la  Ooiv 


a^i*  Otfr  lot 

MMtlOM*  U  OOff 


rig.  1.-  Th»  laflueno*  of  B«f«rrlng  to  the  Coupon 
Offer  In  the  Body  of  the  Copy.  (Beeed  upon  the  ed- 
vertlelne  of  Produot  D) 


The  majority  of  the  advertisers  in- 
cluded in  this  survey  have  not  varied  the 
size  of  their  space  sufficiently  to  reveal 
any  consistent  trends  one  way  or  another. 
Moreover,  in  the  case  of  those  advertisers 
who  did  use  advertisements  of  different 


sizes,  the  sample  is  generally  too  small 
to  form  the  basis  for  any  sound  conclu- 
sions. There  are,  however,  one  or  two 
tendencies  which  are  worthy  of  some  atten- 
tion. The  reader  will  observe  in  Table  9 
that  the  trend  of  inquiry  costs  for  Prod- 
uct E  is  inversely  related  to  the  size  of 
the  space,  with  one  exception.  An  increase 
in  space  by  Product  E  produces  a  diminish- 
ing cost  per  reply  until  we  reach  2/3s  of 
a  page.  Then  it  turns  suddenly  upward. 

TABLE  9. 

An  Analysis  of  Inquiry  Costs  According  to 
Size  of  Space 


Size  of 

Number 

Total 

Total 

Cost  per 

Space 

of  Ads. 

Inquiries 
(Produot  I) 

Space  Cost 

Inquiry 

One-fourth  Page 

16 

3,606 

1  23,949. 

9  6.64 

One- third  Page 

6 

1,440 

8,860. 

6.15 

One-half  Page 

22 

27,381 

65,075. 

2.38 

Two-thirds  page 

6 

5.431 
(Product  C) 

17,720. 

3.26 

One-half  Page* 

6 

27,831 

25,650. 

.92 

Tvo- thirds  Page 

24 

35,389 
(Produot  H) 

35,462. 

1.00 

One -half  Page 

0 

32,194 

37,900. 

1.18 

Two-thirds  Page 

4 

6,983 

15,000. 

2.15 

Full  page 

6 

26,877 

61,750. 

2.30 

*  All  Ladles  Home  Journal 

The  other  flTS  products  did  not  display  any 
Tariation  in  the  size  of  space. 


This  might  have  remained  a  rather  insignif- 
icant observation  had  it  not  been  for  the 
fact  that  two  other  products  revealed  pre- 
cisely the  same  situation.  In  other  words, 
an  increase  in  space  from  one-half  to  two- 
thirds  page  is  accompanied  in  all  three 
cases  by  an  increase  in  inquiry  cost. 

It  was  immediately  observed  that  the 
difference  in  size  between  one-ha^f  page 
and  two-thirds  page  was  relatively  slight, 
and  upon  exBonination  it  was  found  that  the 
use  of  either  space  was  determined  by  the 
mechanical  requirements  of  the  magazines 
in  which  the  advertisements  appeared.  For, 
example,  most  publications  divide  their 
pages  into  four  columns,  hence  it  is  cus- 
tomary for  advertisers  to  prepare  one-half 
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page  adyertlsementa  which  oan  be  allghtlj 
modified  to  suit  the  mechanical  require- 
ments of  those  publications  which  divide 
their  pages  Into  three  columns.  In  other 
words,  the  same  advertisement  appears  In 
one-half  page  space  In  one  publication  and 
In  two-thirds  page  space  In  another  publi- 
cation. The  following  figures  from  actual 
records  Indicate  the  variation  In  advertis- 
ing response  which  was  received  by  one  ad- 
vertiser who  Inserted  the  same  advertise- 
ment In  both  one-half  and  two-thirds  page 
space . 


size  Number  Total  Total 

of  Space  of  Ada.  Inquiries  Spaoe  Coat 

1/2  page   Copy  A     9  12,736  |  26,550. 

£/3  page   Copy  ▲     3  2,730  8,860. 

1/2  Page   Copy  B     8  8,554  1«,275. 

2/3  page   Copy  B     3  2,701  8,860. 


Coat  per 
Inquiry 

I  2.08 
3.25 
2.25 
3.28 


As  far  as  the  advertiser  Is  concerned 
the  change  from  one -half  page  to  two -third 
page  Is  generally  accompanied  by  a  substan- 
tial Increase  In  expenditure  and  It  is  ex- 
tremely Improbable  that  the  larger  spaoe 
exerts  sufficient  added  influence  to  justi- 
fy its  higher  cost. 

That  there  is  a  general  preference  a- 
mong  advertising  men  for  the  right-hand  po- 
sition is  Indicated  by  the  preponderance 
of  advertising  that  appears  in  this  posi- 
tion.  It  is  believed  that  the  findings  in 
the  present  analysis  are  especially  inter- 
esting because  they  are  contrary  to  the  ac- 
cepted belief.  Thus  an  examination  of  Ta- 
ble 10  reveals  a  lower  cost  per  reply  for 
the  left-hand  position  in  every  case  except 
two,  and  in  one  of  these  the  difference  is 
so  small  as  to  be  almost  negligible.  More- 
over, in  several  instances  the  margin  in 
favor  of  the  left-hand  page  is  quite  sub- 
stantial. This  is  illustrated  graphically 
in  Fig.  2.   As  far  as  this  investigation 
is  concerned,  there  can  be  no  doubt  that 
the  left-hand  position  has  been  more  ef- 
fective than  the  right-hand  position.  Fur- 
thermore, Inside  pages  have  been  far  more 
productive  than  cover  pages.  This  is  very 
clearly  indicated  in  the  analysis  of  Prod- 
ucts D  and  G.   The  poor  showing  made  by 
cover  pages  may  be  due  in  part  to  a  reluc- 
tance on  the  part  of  magazine  readers  to 


mutilate  the  cover  of  their  magazine  by 
clipping  a  coupon.  ?rhen  the  magazine  is 
new  they  hesitate  to  clip  the  coupon  and 
by  the  time  the  magazine  becomes  old  they 
have  forgotten  about  it.  Conversations 
with  magazine  readers  seem  to  confirm  the 
above  observations. 

TABUI  10. 

An  Analysis  of  Inquiry  Costs  Aooording  to  the 
Position  in  the  Publication 


Number 
position      of  Ads. 


Bight-hand  Page  126 

Left-hand  Page  11 

Back  Cover  Page  14 

Page  One  91 

Next  to  Reading  46 


Right-hand  Page    26 
Left-hand  Page     36 


Right-hand  Page  11 
Left-hand  Page  31 
Two-page  Spread  12 
Two-page  Spread  9 
(coupon  ada.  omitted] 


Right-hand  Page    39 
Left-hand  Page     11 


Right-hand  Page    13 
Left-hand  Page      6 


Right-hand  Page     9 
Left-hand  Page     10 


Right-hand  Page  6 
Left-hand  Page  3 
End  or  3rd  Cover    3 


Right-hand  Page     6 
Left-hand  Page      2 


Total 
Inquiries 

(Product  D) 

122,363 
9,486 

17,144 
103 , 065 

28,784 

(Product  A) 

1,707 
2,671 

(Product  B) 

10,124 

28,416 

117,650 

7,699 


(Product  E) 

33 , 164 
4,694 

(Product  C) 

33,239 
22,068 

(Product  H) 

29,052 
37,002 

(Product  G) 

13,182 
9,728 
3,041 

(Product  D 

114,737 
47,470 


Total 
Spaoe  Cost 


;;:  602,170. 

33,405. 

114,600. 

526,510. 

109,065. 


23,364. 
34,193. 


115,950. 
877,750. 
247,200. 
183,800. 


92,568. 
23 , 037 . 


33,150. 
23,550. 


54,075 
60,575 


59,500. 
32,100. 
26,600. 


60,000. 
£0,850. 


Cost  per 
Inquiry 


I  4.92 

3.52 
6.68 
5.11 
3.79 


13.69 
12.80 


11.45 
9.77 
2.10 

23.87 


2.79 
4.91 


1.00 
1.07 


1.86 
1.64 


4.51 

3.30 
8.75 


.52 
.44 


In  general,  the  evidence  uncovered  by 
an  analysis  of  headline  lengths  seems  more 
or  less  in  harmony  with  advertising  princi- 
ples. For  example,  six  of  the  eight  prod- 
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«■  — 


4.»1 


HI 


».S1 


1uft-ta^ 


1    tl^t-lMa* 


4.M  I    U^t 


1    L«rt-kM* 

4.W  I 


I 


UtX-*tmA 


•  .TT 


It^t 


u^ 


Uft 


u.w  I 


U.M 


Fig.  t.-  Th*  Influ«DO«  of  Position  Opon  A4T«rtl«liig 
R*«poB*«.  (Baa«<l  upon  th«  oaloul*t«d  ooat  p«r  reply 
for  right  and  loft-hand  p«gM) 


ucts  showed  a  lower  cost  per  reply  for  ad- 
yertisements  with  a  short  headline.   The 
other  two  products  did  not  vary  the  length 
of  the  headline  sufficiently  to  make  com- 
parisons. As  may  be  seen  in  Table  11,  the 
difference  in  cost  per  reply  for  long  and 
short  headlines  is  in  some  cases  consider- 
able. This  is  perhaps  best  Illustrated  in 
Fig. 3.   In  the  case  of  Product  A  however, 
the  variation  between  the  two  headlines  is 
not  nearly  so  great  as  these  figures  would 
seem  to  imply.  In  examining  the  advertise- 
ments of  Product  A  it  was  often  very  diffi- 
cult to  decide  which  was  the  headline  and 
which  was  the  sub-head.   In  this  analysis 
the  sub-head  was  not  considered  as  part  of 
the  headline  unless  it  was  absolutely  es- 
sential in  completing  the  thought.    The 
scheme  of  classification  used  here  is  not 
an  arbitrary  one.   In  order  to  determine 
the  average  headline  length,  200  advertise- 
ments were  examined  in  three  general  maga- 
zines. It  was  found  that  the  average  num- 
ber of  words  varied  from  five  to  eight.  In 
the  present  analysis  an  attempt  was  made 
to  classify  headlines  into  three  groups, 


\ 


TABLI  11. 

In  Analysis  of  Inqulzy  Costa  Aoeordln^  to  the 
Lsa«th  of  BMidlins 


Loneth  of 
HMdllns 

motbsr 
of  Ads. 

Totsl 
Inqulriss 

(Product  D) 

Total 
Space  Cost 

Cost  per 
Inquiry 

Obo  to  8  Words 
Orsr  8  Words 

71 
66 

74,561 
74,890 

(Product  A) 

1  318,160. 
435,255. 

$  4.27 
5.81 

On*  to  8  Words 
OTsr  8  Words 

10 

5,477 
314 

(Product  B) 

71,513. 
7,579. 

13.06 
24.14 

0ns  to  8  Words 
Omsr  8  Words 

35 
3£ 

82,109 
£4,995 

(Product  C) 

262, 222. 
330,086. 

12.77 
13.21 

Ono  to  6  Words 
OTsr  8  Words 

17 
13 

41,984 
£1,£30 

(Product  H) 

36,891. 
24.221. 

.86 
1.14 

On*  to  8  Words 
Orsr  6  Words 

11 

8 

44,564 
£1.490 

(Product  0) 

77,150. 
37,500. 

1.73 
1.74 

0ns  to  8  Words 
OTsr  8  Words 

5 
7 

13,471 
1£,480 

49,500. 
68,700. 

3.67 
5.50 

Om  to  •  liorU 


L.Ul    OvOT  •  W»tU 


Ou  to  •  WorU 


OVMT  •  Sorto 


I 


S.47 


Cm  to  •  Wtrta 


•.•0  I      OVM  •  fwU 


A.tT 


OM  to  •  Sorte 


i.ei 


Or«r  •  Strto 


to  •  SordA 


U.TT 


OvM>  •  Sort* 


3 


rig.  3.-  TlM  Znflusnoo  of  loedlln*  Longth  Opon  Advwr- 
tlalng  Bospenso.   (Produot  a  «••  not  oonsldorod  •  fair 
••i^lo  and  wmm  oolttod  froa  this  obart.  Teo  othor  pr»- 
duots  did  not  abov  sufflolont  vaviatloo) 
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nanaly  (1)  up  to  fire  words,  (2)  five  to 
eight  words,  and  (3)  oyer  eight  words  In 
length.  It  was  found,  however,  that  head- 


lines under  fiTe  words  in  length  were  used 
so  seldom  that  it  was  impossible  to  make  a 
comparison.  Henoe  the  classification  was 
simplified  as  shown  in  Table  11. 


Variations  Traceable  to  Elements  Within  the  Circulation 


The  existence  of  variations  m  produc- 
tiveness between  publications  has  already 
been  indicated  in  a  limited  way.  However, 
the  primary  purpose  here  is  to  demonstrate 
the  consistency  of  these  variations  and  to 
attempt  as  far  as  possible  to  fonmilate 
general  principles  which  will  aid  in  the 
explanation  of  variations  between  publica- 
tions. 

As  far  as  the  advertiser  is  concerned, 
a  publication  is  merely  an  instrument  which 
tends  to  segregate  society  into  homogeneous 
groups  of  people  with  common  bonds  of  in- 
terest. These  people  have  been  united  by 
one  common  interest,  namely  the  editorial 
appeal  of  the  magazine,  and  if  they  did  not 
have  at  least  one  Interest  in  common  they 
would  not  be  reading  the  magazine. 

The  extent  to  which  a  person  will  be 
a  potential  purchaser  of  any  product  or 
service  depends  upon  his  habits,  his  inter- 
ests and  his  economic  status.  For  example, 
prospects  for  golf  clubs  would  most  logi- 
cally be  found  among  men  who  have  an  inter- 
est in  golf  and  whose  Income  is  above  the 
average.  That  there  is  a  definite  varia- 
tion between  advertising  campaigns  directed 
to  different  reader  groups  is  clearly  indi- 
cated in  Table  12.  These  are  actual  results 
from  three  separate  campaigns  directed  to, 
(1)  women  in  upper  income  group,  (2)  women 
in  lower  ineome  group,  and  (3)  to  men.   In 
all  three  campaigns  the  publications  were 
carefully  selected  to  reach  the  people  to 
whom  the  message  was  addressed.  The  results 
are  presented  graphically  in  Fig.  4. 

In  order  to  indicate  the  consistency 
of  the  variations  between  publications,  the 
cost  per  replr  was  calculated  separately 


for  each  magazine  and  for  each  product.  The 
results  are  shown  in  Tables  13  to  20.  As 
may  be  seen,  the  variations  between  publi- 
cations are  often  quite  substantial. 

TABLE  12. 

Comparison  of  Three  Campaigns  Directed  to 
Different  Conaumer  Groupa* 


Conavuner    Number     Total       Total      Coat  per 
Group     of  Ads.   Inqulrlea   Space  Coat   Inquiry 


Women  In  Upper 

Income  Claaa  76 
Women  In  Lower 

Income  Claaa  76 
Men  in  Upper 

Income  Claaa    51 


90,822  ;J  464,500.  ;^  5.11 
37,834  135,150.  3.57 
29,206      111,765.     3.83 


*Baaed  upon  all  the  adTertiaementa  of  Product  D. 


I.M 

S.ftT 

1? 

1? 

1 

1 

1 

•• 

•• 

• 

• 
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s 

S.IX 


la  VffT 
Atmv 


Fig.  4.-  Coaparlson  of  Inquiry  Coats  on  Caopclgns 
Dlr«et«d  to  Dirf«r«nt  Cooaumer  Groups.  (Based  upon 
the  adT«rtlaia«  of  Produot  D) 
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For  ezample,  in  Produot  A  the  oost  per  re- 
ply in  Motion  Pioture  Unit  was  $  9.67  and 
in  Holland's  $29.51.   It  would  be  a  mis- 
take to  assxune  from  this  oomparison  that 
the  adTertising  in  Motion  Pioture  has  been 
three  times  as  productive.  As  a  matter  of 
fact,  the  advertisements  in  Holland's  may 
have  influenced  a  larger  percentage  of  peo- 
ple to  buy  Product  A  than  did  the  adver- 
tisements in  Motion  Picture  Unit.   In  gen- 
eral, people  in  the  higher  social  strata 
do  not  clip  coupons  nearly  so  readily  as 
do  people  in  the  lower  income  groups.  This 
is  indicated  by  the  fact  that  all  through 
the  present  study  the  publications  reach- 
ing lower  income  groups  consistently  show 
lower  inquiry  costs.  One  obvious  exception 
to  this  observation  exists  in  the  case  of 
the  variations  between  Motion  Picture  and 
Photoplay  as  shown  in  Tables  13  and  16.  As 
far  as  editorial  appeal  is  concerned,  both 
are  directed  to  essentially  the  same  group 
of  readers  and  both  should  produce  rela- 
tively the  same  response. 

TABLE  13. 
Analysis  of  Inquiry  Costs  Aooordlng  to  Publications 

Product  A. 


Magazine 


NVimber    Total      Total     Cost  per 
of  Ads.  Inquiries  Space  Cost   Inquiry 


American  7 

Collier's  Weekly  7 

Cosmopolitan  2 

Delineator  6 

Good  Housekeeping  5 

Holland's  5 

Ladies'  Home  Journal  6 

Liberty  8 

Literary  Digest  4 

i:cCall's  6 

Motion  Pioture  Unit  4 

pathfinder  4 

Photoplay  9 

Plotorlal  Review  S 

Red  Book  3 

Romance  Group  4 
Saturday  Erening  Post  6 

Soreenland  Unit  3 

Tower  Croup  3 

True  Story  • 

Woman's  Home  Comp.  7 


291 
425 
105 
495 
234 

36 
624 
431 
200 
455 
123 
120 

43 
311 

64 

52 
544 

81 
111 
396 
650 


6,831.00 
4,972.50 
1,827,50 
5,883.75 
5,631.85 
1,062.50 
6,412.50 
7,381.81 
2,380.00 
5,550.00 
1,190.00 
1,190.00 
1 . 194 . 00 
4,062.50 
1,245.00 

799.00 
5,400.00 

476.00 
1,721.25 
5,610.00 
8,032.00 


23.47 
11.70 
17.40 
11.89 
£4.07 
29.51 
10.28 
17.13 
11.90 
12.20 
9.67 
9.92 
27.77 
13.06 
19.45 
15.37 
9.93 
8.81 
15.51 
14.17 
12.36 


It  would  seem  that  the  closer  the  au- 
dience is  tied  up  with  an  interest  which 
is  in  harmony  with  the  product,  the  great- 
er are  the  chances  of  securing  a  maximum 


response  from  advertising  in  that  publica- 
tion. By  way  of  illustration,  let  us  take 
the  case  of  an  advertisement  on  baking  pow- 
der addressed  to  housewives  and  appearing 
in  the  Ladies*  Home  Journal  and  Pictorial 
Review.  In  the  one  case  you  have  a  publi- 
cation whose  primary  appeal  is  in  the  home 
while  in  the  other  the  appeal  is  dominant- 
ly  based  upon  fashion.  Under  these  circum- 
stances one  would  expect  to  receive  a  far 
greater  response  from  that  publication 
whose  primary  appeal  is  in  harmony  with 
the  product,  which  is  in  this  instance  the 
Ladies'  Home  Journal. 

TABLE  14. 
Analysis  of  Inquiry  Costs  According  to  Publications 

Product  B 


Number    Total      Total     Cost  per 
of  Ads.  Inquiries   Gpace  Cost   Inquiry 


Magazine 

Better  Homes  k   Card.  4  1,602  *  25,000. 

Delineator  9  b,066  9^,000. 

Farm  4.  Ranch  3  64  3,1.8.';. 

Forecast  5  0  I'.lOu. 

Good  Housekeeping  8  28,504  101,200. 

Holland's  0  001  22,400. 

Ladles'  Home  Journal  9  49,2.i7  123,750. 

VoCall's  9  11,183  105,600. 

Pictorial  Review  8  7,170  68,000. 

■Jfoman's  Hone  Comp.  8  -50,488  li:;'',750. 

•including  one  ad.  which  carried  a  coupon 


I  ll>.98 

11.33 

5.61 

:i.55» 

27.97 
2.51* 
9.44 
9.4H 
2.45* 


TABLE  15. 


Analysis  of  Inquiry  Costs  Aooording  to  Publloatlons 


Produot  C 


Magazins 

Child  Lifs 

Good  Housekeeping 

Junior  Home 

Ladies*  Home  Jotimal 

Parents*  Magazine 


Number 
of  Ads. 

0 
7 
5 
6 

0 


Total     Total     Cost  p«r 
Inquiries  Space  Cost  Inquiry 


4,077 
20,600 

3,836 
£7,831 

6,867 


2,562. 
e6,t50. 

1,850. 
25,650. 

4,600. 


.69 
l.£7 
.48 
.92 
.70 


While  it  has  been  generally  held  that 
a  large  volume  of  advertising  in  a  given 
publication  materially  reduces  the  chances 
of  any  one  advertisement  being  read,  it 
was  impossible  to  find  evidence  to  support 
this  view.  On  the  other  hand,  a  compari- 
son of  the  trends  of  inquiry  costs  and  the 
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ToluBo  of  magazine  adyertlalng  aa  reyealed 
in  Flga.  5  and  6  would  aeem  to  indicate 
tha'c  adrertising  Tolume  haa  no  effect  what- 
eTer  on  the  Tolume  of  inquiries.   For  ez- 
ample,  the  graphs  reveal  low  inquiir  costs 
when  the  adyertising  Tolume  is  heavy  and 
Tioe  rersa.  However,  here  again  the  read- 
er is  cautioned  against  assuming  that  this 
condition  would  prevail  in  any  other  year 
or  with  any  other  group  of  products. 


^,    ^ — Jif    X,.  jl,   ^.   n^ 


jL.      Pmt. 


Tig.  S.-  Saasonal  Trsod  of  H«pll«B  Cofflp«r«d  wltb  ToIubm  of 
AdvertlslDg  (uid  Nawastand  s«laa.  (Baaad  upon  tba  advartlalng 
of  Product  0  in  Plotorlal  Ravla*  during  tha  year  1932.) 


TJhdoubtedly  some  of  the  variations  be- 
tween publications  can  be  explained  upon 
the  basis  of  frequency  of  issue  and  length 
of  life.  Normally  a  newspaper  lasts  for 
only  a  day  whereas  a  magazine  may  continue 
to  produce  replies  for  weeks  and  even  sev- 
eral months  after  the  date  of  issue.  An  ex- 
amination of  the  inquiry  records  of  three 
products  reveals  that  more  than  ten  per 
cent  of  the  replies  are  received  after  the 
expiration  of  three  months. 

Since  the  life  of  weekly  magazines  is 
generally  much  shorter  than  that  of  month- 


lies, we  should  expect  to  find  a  much  high- 
er eost  per  reply  for  weeklies*  However, 
some  weeklies  such  as  Saturday  Evening 
Post,  have  a  much  longer  life  due  to  the 
large  volume  of  fiction  which  they  contain. 
This  tendency  can  be  seen  in  Table  16  show- 
ing comparisons  of  Inquiry  costs  by  publi- 
cations for  Product  D.  Here  the  cost  per 
reply  for  Time  and  Literary  Digest  is  two 
to  three  times  that  of  Saturday  Evening 
Post*  The  explanation  would  seem  to  be 
that  Time  and  Literary  Digest  are  purely 
news  weeklies  cmd  as  such  their  span  of 
life  does  not  usually  extend  beyond  one 
week.  Thus  we  shoxild  expect  them  to  pro- 
duce inquiries  at  a  higher  cost* 


TABLE  16. 

▲nalyalB  of  Inquiry  Costs  Aooordlng 

to  Publications 

Product  D 

Number 

Total 

Total 

Cost  per 

Magazine 

of  Ads. 

Inquiries 

Si>ace  Cost 

Inquiry 

American  l!agazlne 

6 

7,390 

$  30,240. 

$  4.09 

Christian  Herald 

6 

464 

3,240. 

6.69 

Collier's  Weekly 

13 

11,349 

53,800. 

4.74 

Cosmopolitan 

IS 

8,305 

50,400. 

6.07 

Delineator 

11 

14,345 

77,000. 

5.37 

Good  Housekeeping 

12 

9,677 

67,200. 

6.94 

Ladles'  Home  Journal 

11 

19,151 

99,000. 

5.17 

Liberty 

3 

3,662 

30,000. 

8.19 

Literary  Digest 

U 

8,751 

22,550. 

8.20 

lu'cCall's 

11 

16,959 

81,400. 

4.80 

Modern  Magazines 

IS 

5,594 

16,800. 

3.00 

Motion  Picture  Unit 

IS 

4,632 

18,000. 

3.89 

Photoplay 

18 

3,203 

16,320. 

5.10 

Physical  Culture  y 

IS 

1,822 

8,400. 

4.61 

Pictorial  Review 

12 

17,385 

82,500. 

4.75 

Red  Book 

12 

4,431 

23,800. 

5.37 

Romance  Group 

12 

4,607 

11,400. 

2.47 

Saturday  Evening  Post  11 

13,071 

39,600. 

3.03 

Time 

11 

839 

11,275. 

13.44 

Tower  Magazines 

12 

5,406 

30,000. 

5.55 

True  Story 

12 

16,640 

48,000. 

2.88 

Woman's  Home  Comp. 

11 

19,780 

99,000. 

5.01 

No  analysis  of  the  variations  between 
publications  would  be  complete  without  a 
consideration  of  the  part  played  by  maga- 
zine duplication.  Like  the  old  proverb 
which  states  that  "constant  dropping  will 
wear  away  the  hardest  stone,"  constant  rep- 
etition of  an  advertising  message  will  fi- 
nally convince  even  the  skeptical.  Por  ex- 
ample, suppose  that  a  woman  receives  four 
magazines:  Ladles'  Home  Journal,  Pictorial 
Review,  Good  Housekeeping  and  McCall*s.  If 
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an  adyertlser  uses  all  of  theae  magazlnea 
the  woman  will  be  exposed  to  hla  advertis- 
ing message  four  times  each  month.  Obvious- 
ly, under  these  conditions  the  advertiser 
will  stand  a  far  better  chance  of  having  a 
coupon  returned  than  he  would  If  the  woman 
read  only  the  Ladles'  Home  Journal. 


TABLE  17. 
AnalTsls  of  Inquiry  Coats  Aooordlng  to  Publlcationa 

Product  X 


Number 

Total 

Total 

Cost  per 

Uagazine 

of  Ads. 

Inquiries 

Space  Cost 

Inquiry 

Imarloan  Home 

4 

752 

$   2,250. 

1  2.99 

AsMrioan  Magazine 

4 

1,979 

9.180. 

4.64 

Collier's  .Veelcly 

2 

1,477 

5,200. 

3.52 

Delineator 

9 

5,577 

14,000. 

2.51 

Good  Housekeeping 

4 

2,789 

11,250. 

4.03 

House  Beautiful 

1 

73 

500. 

6.85 

House  k   Garden 

4 

287 

1,800. 

6.27 

Ladles  Home  Journal 

4 

5,215 

12,825. 

2.46 

Literary  Digest 

4 

2,103 

6,150. 

2.92 

HoCall's  Uagazine 

5 

5,661 

14,800. 

2.61 

Pictorial  Review 

4 

3,732 

9,750. 

2.61 

Saturday  Erening  Post   4 

3,107 

10,800. 

3.48 

W<»an's  Home  Conp. 

5 

5,106 

17,099. 

3.35 

TABLE  18. 
Analysis  of  Inquiry  Costs  According  to  Publications 

Product  F 


Number 
Magazine        of  Ads. 

Delineator  3 

Household  1 

Ladles*  Hone  Journal  3 

li!oCall*s  Magazine  3 

Tower  Magazines  1 

True  Story  t 


Total      Total 
Inquiries  Space  Cost 


58,090 
12,469 
59.608 
70,232 
5,318 
39,153 


27,900. 

7,500. 

3J,750. 

zn.Qoo. 

4,375. 
13,500. 


Cost  per 
Inquiry 

V  .49 
.60 
.57 
.41 
.82 
.34 


TABLE  19. 


Analysis  of  Inquiry  Costs  According  to  Publications 


Product  G 


Magazine 

Delineator 
Good  Housekeeping 
Ladies'  Home  Journal 
Ifecall's  Uagazine 
Pictorial  Review 
Woman's  Home  Coap. 


Number     Total      Total     Cost  per 
of  Ads.  Inquiries  Space  Cost   Inquiry 


2.95 
7.52 
4.78 
7.37 
7.69 
2.93 


t 

6.304 

$  18,600 

2 

2,448 

18,400 

2 

4,703 

22,500 

2 

2,604 

19,200 

• 

2,210 

17,000 

t 

7,682 

22.500 

TABLE  EC. 
Analyals  of  Inquiry  Costs  Aooordlng  to  Publications 

Product  H 


Magazine 


Number 
of  Ads. 


Total      Total     Cost  per 


Oood  Housekeeping 

6 

17,692 

1  33,400. 

$   1.89 

Ladles'  Home  Journal 

6 

21,539 

32,625. 

1.51 

MoCall's  Magazine 

2 

8,293 

13,300. 

1.60 

Woman's  Home  Comp. 

5 

16,530 

35,32b. 

1.91 

In  order  to  Indicate  the  extent  of 
duplication  existing  between  the  magazines 
covered  by  this  report,   actual  figures  on 
duplication  were  secured  from  a  study  by 
the  American  Association  of  Advertising 
Agencies  entitled,   **Magazlne  Circulations 

TABLE  21. 
Overlapping  Between  iMblloatlona 
Pictorial  Review 

Total     .Ur.ount  of   ?er  Cent  of 


Pictorial  Review 

2,3lM,a02 

0.70 

American  Magazine 

^,225. 54 -J 

201,797 

y.07 

Pictorial  Review 

2,;J1B,'302 

.75 

Child  Life  Mneazine 

176,dl3 

17,342 

9.78 

Pictorial  Review 

2,  .514,002 

8.00 

Collier's 

2,174,89^ 

lbb,512 

8.53 

Pictorial  Review 

2,3in,802 

7.51 

Cosmopolitan 

1.521,161 

174,082 

11.44 

Pictorial  Review 

2,.iie,eo2 

6.71 

Delineator 

2,lf^4,363 

15b, 560 

7.12 

Pictorial  Review 

2,318,802 

9.09 

Good  Housekoeplnfi 

1,697,215 

210,787 

12.42 

Pictorial  Revle.7 

2,316,002 

10.68 

Ladles'  Hoxe  Journal 

2,40^j,468 

247,671 

10.28 

Pictorial  Revle.T 

2,.31f?,802 

5.74 

Literary  Digest 

1, 54*1, 390 

133,036 

8.61 

Pictorial  Rovlew 

2,31R,802 

9.92 

McCall's  :.:a^:azlne 

2,346,265 

229,980 

9.80 

Pictorial  Review 

2,318,802 

.70 

Parents'  Magazine 

115,170 

16,270 

14.16 

Pictorial  Review 

2,318,802 

3.80 

Red  Book  I'agazlne 

581,028 

90,159 

15.51 

Pictorial  Review 

2,318,802 

15.67 

Saturday  Evening  Poet 

2,777,560 

363,331 

13.06 

Pictorial  Review 

2,318,802 

.72 

Time 

291,107 

16, 70S 

6.74 

Pictorial  Review 

2,316,802 

10.27 

Woman's  Home  Companion 

2,522,206 

238.119 

9.44 
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—  Inaly«l8  of  Oyerlapplng."  These  figures 
ape  shown  in  Table  21.  in  the  first  place, 
there  Is  a  substantial  degree  of  duplica- 
tion between  the  majority  of  the  magazines 
Included  In  the  present  study.  In  many  In- 
stances the  amount  of  duplication  exceeds 
thirty  per  cent  of  the  entire  circulation. 
For  example,  oyer  a  million  people  receive 
both  the  Ladles*  Home  Journal  and  Saturday 
Brenlng  Post.  In  other  words,  Saturday 
Erenlng  Post  duplicates  Ladles'  Home  Jour- 
nal 42.5^. 

TIBLZ  21.  (con.) 
Overlapping  Batveen  Publloatlon* 
OoodHouaakaap Ing 


Good  Houaekeeplng 
Aoerioan  Magazine 

Good  Housekeeping 
Child  Life  ragazine 

Oood  Houaekeeping 
Collier's  '.Teekly 

Oood  Housekeeping 
Cosmopolitan 

Oood  Housekeeping 
Delineator 

Oood  Houaekeeplng 
Ladies*  Home  Journal 

Good  Housekeeping 
Literary  Digest 

Oood  Housekeeping 
MoCall*s  Magazine 

Oood  Housekeeping 
parents'  Magazine 

Oood  Housekeeping 
Pictorial  Periew 

Oood  Housekeeping 
Red  Book  Liagazina 

Oood  Housekeeping 
Saturday  Eraoing  Post 

Oood  Housekeeping 

TiJM 

Oood  Housekeeping 
ffoaan's  Boaa  Cci^aniMi 


Total 
Ciroulatlon 

1,697,815 
2,225,549 

1,697,215 
176,813 

1,697,116 
2,174,899 

1,697,215 
1,521,161 

1,697,215 
2,184,363 

1,697,215 
2.409,468 

1,697,215 
1.544,390 

1,697,215 
2,346,265 

1,697,215 

115,170 

1,697,215 
2,318,802 

1,697,215 
581,028 

1,697,215 
2,777.560 

1,697,215 
191,107 

1,697,819 
8,528.806 


mount  of 
Duplication 


856,220 
45,490 
153,658 
457,889 
836,385 
878,814 
836 , 110 

226,614 
45,506 

810,787 
59,879 

559,934 
57,515 

898,008 


Par  Cant  of 
Duplication 

15.10 
11.51 

8.68 

25.73 

9.06 
7.06 

86.98 
30.10 

13.93 
10.82 

16.43 

11.57 

13.91 
15.89 

13.35 
9.66 

8.68 
39.53 

12.42 
9.09 

3.53 
10.30 

32.99 
20.16 

3.39 
19.75 

14.85 
9.99 


The  object  in  Introducing  a  consider- 
ation of  magazine  orerlapplng  Is  not  to 
suggest  that  duplication  Is  desirable,  but 
merely  to  Indicate  that  the  presence  of  a 
high  degree  of  duplication  has  a  tendency 
to  stimulate  the  replies  of  one  or  both 
magazines,  assuming  that  both  magazines 
are  used  consistently  In  the  advertising 
campaign.  Space  would  not  permit  the  list- 
ing of  duplication  figures  for  each  and 
every  magazine  Included  in  this  survey.  It 
Is  believed  those  shown  are  typical. 

TABLE  21.  (con.) 
Orarlapping  Between  Publications 


Total 
Circulation 

Amount  of 
Duplication 

Per  Cent  of 
Duplication 

McCall'B  Magazine 
American  Magazine 

2,346,265 
2,225,549 

246,592 

10.51 
11.08 

MoCall'a  l!agazine 
Child  Life  Magazine 

2,346,265 
176,813 

19,418 

.83 
10.95 

&:cCall*s  Magazine 
Collier's  Weekly 

2,346,265 
2,174,899 

155,531 

6.63 
7.15 

Recall's  Magazine 
Cosmopolitan 

2,346,265 
1,521,161 

161,140 

6.87 
10.59 

McCall's  Magazine 
Delineator 

2,346,265 
2,184,363 

153,847 

6.56 

7.04 

McCall's  Magazine 
Oood  Housekeeping 

2,346,265 
1,697,215 

226,614 

9.66 
13.35 

i:oCall*s  Magazine 
Ladies'  Home  Journal 

2,346,265 
2,409.468 

259,737 

11.07 
10.78 

McCall'a  Magazine 
Literary  Digest 

2,346,265 
1,544,390 

142,678 

6.08 
9.24 

MoCall's  Magazine 
Parenta*  Magazine 

2,346,265 
115,170 

15,296 

.65 
13.32 

MoCall's  Magazine 
Pictorial  Review 

2,346,265 
2,318,802 

229 , 980 

9.90 
9.92 

McCall'a  Magazine 
Red  Book  Magazine 

2,346,265 
581,028 

53,212 

2.27 
9.15 

McCall'a  Magazine 
Saturday  Evening  Post 

2,346,265 
2,777,560 

387,793 

16.53 
13.96 

MoCall's  Magazine 
TIM 

2,346,265 
291,107 

13,363 

.57 
4.60 

McCall's  Magazine 

Woman' a  Home  Companion 

2,346,265 
2,522,206 

281,515 

12.00 
11.16 
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TABLE  £1.  (oon.) 
OTtrlapping  Batw^an  Publloatlona 
yoman'a  Homa  Companion 


Woman* 8  Hone  Companion 
Imarioan  Magazine 

Woman 'a  Home  Companion 
Child  Life  Magazine 

Woman* a  Home  Companion 
Collier' a  .Teekly 

Woman 'a  Home  Comi>anion 
Coamo poll tan 

Woman 'a  Home  Companion 
Delineator 

Woman* a  Home  Companion 
Oood  Houaekeeping 

Woman 'a  Homo  Companion 
Ladies*  Home  Journal 

Woman's  Home  Companion 
Literary  Dlgeat 

Woman's  Home  Companion 
MoCall'a  ragazine 

Woman 'a  Homo  Companion 
Parenta*  Magazine 

•Toaan'B  Home  Compcmion 
Pictorial  Review 

Woman 'a  Rome  Companion 
Red  Book  Magazine 

Woman 'a  Home  Companion 
Saturday  Evening  Poat 

Woman 'a  Home  Companion 
Time 


Total 
Circulation 

2,522,206 
2,225,549 

2,522,206 
176,813 

2,522,206 
2,174,899 

2,522,206 
1,521,161 

2,522,206 
2,184,363 

2,522,206 
1,697,215 

2,522,206 
2,409,468 

2,522,206 
1,544,390 

2,522,206 
2,346,265 

£,522,206 
115.170 

2,522,206 
2,318,802 

£.522,206 
581 , 028 

2,522,206 
2,777,560 

£,522,206 
291,107 


Amount  of    Per  Cent  of 
Duplication  Duplication 


1,099.426 
19.917 
953,905 
182,574 
179,333 
252,002 
309,426 
163,215 
281,515 
18,345 
238,119 
188,903 
604,624 
19,492 


43.59 
49. 4C 

.79 
11.26 

37.82 
43.86 

7.24 

12.00 

7.11 
8.21 

9.99 
14.85 

12.27 
12.84 

6.47 
10.57 

11.16 
12.00 

.73 
15.87 

9.44 
10.27 

7.49 
32.51 

23.97 
21.77 

.77 
6.72 


Delineator 


Total     Amount  of    Per  Cent  of 
Circulation  Duplication  Duplication 


Delineator 
American  Magazine 

2,184,363 
2,225,549 

177.549 

8.13 
7.98 

Delineator 

Child  Life  Magazine 

2,184,363 
176,813 

22,522 

1.03 
12.75 

Delineator 
Collier' a  Weekly 

2,184,363 
2,174,899 

153.336 

7.02 
7.05 

Delineator 
Coamopolitan 

2,184.363 
1.521,161 

262 , 633 

12.02 
17.27 

Delineator 

Good  Houaekeeping 

2.184,363 
1,697,215 

236,385 

10.82 
13.93 

Delineator 

Ladies'  Home  Journal 

2,184,363 
£,409,468 

191,561 

8.77 
7.95 

u 


Delineator 
Literary  Digest 

Delineator 
MoCall'a  Magazine 

Delineator 
Parenta'  Magazine 

Delineator 
Pictorial  Review 

Delineator 

Red  Book  Magazine 

Delineator 

Saturday  Evening  Poat 

Delineator 
Time 

Delineator 

Woman 'a  Home  Companion 


2.184.363 
1.544,390 

148,104 

6.78 
9.59 

£.184,363 
£.346,265 

153,847 

7.04 
6.56 

£.184.363 
115.170 

22.018 

1.01 
19.08 

2,184,363 
2,318,802 

155,560 

7.12 
6.71 

2,184,363 
581 , 028 

65,762 

3.01 
11.32 

2,184,363 
2,777,560 

232,201 

10.63 
8.36 

2,184,303 

291,107 

21,373 

.98 
7.33 

2,184,36.6 
2,522,206 

179,333 

8.21 
7.11 

Ladies*  Home  Journal 


Ladles*  Home  Journal 
American  Magazine 

Ladles*  Honis  Journal 
Child  Life  ragazlne 

Ladles'  Home  Journal 
Collier's  .Veekly 

Ladles'  Home  Journal 
Coamopolitan 

Lad lea*  Home  Journal 
Delineator 

Ladles'  Hooe  Journal 
Good  Housekeeping 

Ladles'  Home  Journal 
Literary  Digest 

Lad lea*  Home  Journal 
I.:cCall*B  I.!agazlne 

Ladles'  Home  Journal 
Parenta'  Va^azlne 

Ladles'  Home  Journal 
Pictorial  Review 

Ladlea'  Home  Journal 
Red  Book  I'agazlne 

Ladiea'  Home  Journal 
Saturday  Evening  Poat 

Ladles'  Home  Journal 

Time 

Ladlea*  Home  Journal 
^oman'a  Hone  Companion 


Total 
Circulation 

Amount  of 
Duplication 

240.644 

Per  Cent  of 
Duplication 

2,409,468 
2,225,549 

9.99 
10.81 

2,409,468 
176,813 

26 , 731 

l.U 

15.11 

2,409,468 
2.174,899 

135,116 

5.61 
6.21 

2,409,468 
1,521,161 

180,440 

7.49 
11.86 

2,409,468 
2,184,363 

lal,561 

7.95 
8.77 

2,409,468 
1,697,215 

278,fa4 

11. 'o7 
16.43 

2,409,468 
1,544,390 

182,;J95 

7.57 
11.81 

2,409,468 
2,346,265 

259,737 

10.78 
11.07 

2,409,468 
115,170 

19,979 

.83 

17.33 

2,409,468 
2,318,802 

247,671 

10.26 
10.68 

2,409,468 
581,028 

62,641 

2.60 
10.78 

2,409,468 
2,777,560 

1.023.917 

42.50 
36.86 

2,409,468 
291.107 

27,919 

1.16 
9.56 

2,409,468 
2,522,206 

309.426 

12.84 
12.27 
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TABLE  22. 


An  Analysis  of  Inquiry  Costs  According  to  Publiostlona 


Pabliostions     Product  A 

• 

Product  B 

Product  C 

Product  D 

Product  X 

Product  J 

Product  0 

Product  H 

Product  I** 

Aasrlcan  Hcas 

••— 

... 

... 

... 

2.99 

... 

... 

... 

... 

A»>ricsn  Msgszlna 

23.47 

... 

4.09 

4.64 

... 

... 

... 

... 

Bstter  Hoaas  k  Gardens 



15.98 

... 

... 

... 

... 

... 

... 

... 

Child  Life 

... 

... 

.63 

.— 

... 

... 

-— 

... 

.47 

Christian  Herald 

... 

... 

... 

6.69 

... 

... 

... 

... 

... 

Collier's  Weekly 

11.70 

... 

... 

4.74 

3.52 

— . 

... 

... 

... 

CosiLopolxtan 

17.40 

... 

— 

6.07 

... 

... 

... 

... 

Dellaeator  -^  ■ 

11.89 

11.53 

... 

5.37 

2.51 

.48 

2.95 

.— 

1.01 

Para  k   Ranch 

... 

5.61 

... 

... 

... 

... 

... 

... 

Good  Housekeeping  y 

24.07 

3.55* 

1.27 

6.94 

4.03 

7.52 

1.89 

.99 

Holland ' s 

20.51 

27.97 

... 

... 

... 



... 

... 

... 

House  k  Garden 



... 



... 

6.27 

... 

... 

... 

House  Beautiful 

... 

... 

... 

6.85 

... 

... 

... 

... 

Household 

... 

... 

— . 

... 

.60 

... 

... 

... 

Junior  Hoae 

.-- 

... 

.48 

... 

... 

.— 

... 

... 

... 

Ladies'  Hobs  Journal  ^ 

10.28 

2.51* 

.92 

5.17 

2.46 

.57 

4.78 

1.51 

1.44 

Liberty 

17.13 



... 

8.19 

... 

... 

... 

... 

... 

Literary  Digest 

11.90 

— . 

... 

8.20 

2.92 



... 

... 

... 

Vccall's 

12.20 

9.44 

... 

4.80 

2.61 

.41 

7.37 

1.60 

.99 

Mod era  Magazines 



— 

... 

3.00 

... 

... 

— . 

... 

... 

Motion  Picture  Unit 

9.67 

... 

... 

3.89 

... 

— 

... 

... 

Parent's  Magazine 

... 

... 

.70 

... 

... 

... 

... 

... 

2.18 

Pathfinder 

9.92 

... 

... 

... 

... 

... 

... 

... 

Photoplay 

27.77 

... 



5.10 



... 

... 

... 

... 

Physical  Culture 



.— 

... 

4.61 

... 



1.30 

Pictorial  Review  ^ 

13.06 

9.48 

... 

4.75 

2.61 

7.69 

... 

... 

Red  Book  Magazine 

19.45 

_._ 

5.37 

— . 

... 

... 

... 

Romano a  Group 

15.37 





2.47 

... 

... 

... 

... 

Saturday  Evaning  Post 

9.93 

3.03 

3.48 

... 

... 

... 

... 

Screanland  Unit 

8.81 





... 

... 

... 

... 

... 

Time 



— . 

... 

13.44 

... 

... 

... 

... 

Towar  Magazines 

15.51 

... 

5.55 

... 

.82 

... 

... 

True  Story  r/agazine 

14.17 



.— 

2.88 

... 

.34 



... 

.70 

Vooan's  Home  Companion J 

12.36 

2.45* 

... 

5.01 

3.35 

... 

2.93 

1.91 

.76 

* Includes  one  adTartisement  with  a  coupon 
**This  product  does  not  sppear  at  any  other  place  in  the  surrey 


•0  f  imi^i  «T 
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The  nonth'to-month  Tar lat Ions  in  re- 
plies suggested  the  possible  ezlstenoe  of 
a  seasonal  trend  In  advertising  response. 
It  was  decided  to  calculate  the  Inquiry 
costs  for  each  product  based  upon  the  month 
In  which  the  advertisements  appeared.  The 
results  of  these  calculations  are  shown  In 
the  tables  and  graphs  which  follow.  In  the 
case  of  three  products  the  advertising  cam- 
paigns were  seasonally  concentrated,  hence 
It  was  Impossible  to  plot  a  seasonal  trend 
line  which  wo\ild  have  any  value. 

TABU  ea. 

Analysis  of  ths  Ssasonal  Influsnos 
Upon  AdTortising  Response 

Product  A 


NuBber     Total      Total     Cost  per 
Months     of  Ads.   Inquiries   Space  Cost    Inquiry* 


January 

^ 

. 

February 

- 

- 

- 

- 

March 

7 

854 

$   6,116.59 

1  7.10 

April 

17 

l.MO 

11,636.84 

9.59 

May 

IS 

1,027 

11,903.34 

11.59 

June 

15 

709 

11,532.64 

16.27 

July 

16 

920 

11,994.95 

12.91 

Au^st 

15 

502 

11,656.00 

23.22 

September 

13 

362 

9,291.75 

25.67 

October 

5 

166 

4,755.00 

26.30 

NoTenber 

- 

- 

- 

• 

December 

- 

- 

- 

- 

*Based 

upon  the 

■onth  in 

which  the  ad.  aj 

>peared 

A  study  of  tao  seasonal  trend  of  re- 
plies as  indicated  by  the  plotted  cost  per 
Inquiry,  reveals  a  rather  impressive  paral- 
el  trend  running  through  all  of  the  prod- 
ucts in  this  survey.   In  other  words,   the 
trend  of  the  cost  per  inquiry,  with  few  ex- 
ceptions, is  definitely  upward,  beginning 
at  a  low  iKjint  in  February  and  rising  rath- 
er steadily  to  reach  a  peak  in  December. 
This  would  indicate  that  the  e€u:ly  months 
of  the  year  produce  a  greater  inquiry  re- 


TABLE  24. 

Analysis  of  the  Seasonal  Influence 
Upon  Adrertieing  Response 


Product  B 

iruBber 

Total 

Totel 

Cost  per 

Months 

of 

Ads. 

Inquiries 

Space  Cost 

Inquiry* 

January 

8 

3,953 

1  63,096. 

1  15.96 

February 

8 

115,800 

94,796. 

.88 

March 

7 

5,236 

43,276. 

0.26 

April 

9 

5,102 

39,400. 

7.72 

May 

9 

6,349 

68,930. 

10.86 

June 

1 

799 

11,250. 

14.08 

July 

- 

- 

- 

- 

August 

9 

10,109 

68,930. 

6.82 

September 

- 

- 

- 

- 

October 

9 

7,324 

119,530. 

16.32 

NoTember 

9 

1,713 

110,230. 

64.34 

December 

9 

668 

50,600. 

75.74 

*Based  upon  the  month  in  which  the  ad.  appeared 

Note:  Some  of  the  adTertisements  in  February 
carried  a  coupon  and  those  appearing  in  Norember 
and  December  offered  a  cook  book  at  25^  instead 
of  the  xisual  free  cook  book  offer. 


TABLE  25. 

Analysis  of  the  Seasonal  Influence 
Upon  Adrertlsing  Response 


Product  C 

Number 

Total 

Total 

Cost  per 

Months 

of 

Ads. 

Inquiries 

Space  Cost 

Inquiry* 

January 

2 

9,749 

1 

4,645. 

1 

.81 

February 

3 

9,373 

4,977. 

.53 

March 

3 

11,437 

8,395. 

.73 

April 

3 

9,828 

4,977. 

.85 

May 

2 

5,470 

4,645. 

.85 

June 

3 

3,187 

4,977. 

1.56 

July 

t 

5,242 

4,645. 

.89 

August 

3 

3,924 

4,977. 

1.41 

Septaober 

2 

3,802 

4,645. 

1.22 

October 

3 

3,279 

4,977. 

1.92 

MoTsaiber 

1 

3,306 

4,279. 

1.29 

December 

3 

S,027 

4,977. 

X.M 

*BMed  upon  the  month  in  whieh  the  ad.  appeared 

sponse  per  dollar  Invested  In  advertising 
than  do  the  latter  months. 

A  possible  explanation  of  the  above 
seasonal  trend  of  replies  seemed  to  rest 
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with  the  magazine  readers  themselves.  In 
other  words,  It  was  felt  that  any  seasonal 
Tarlati.on  in  response  could  be  traoed  to 
the  customs  and  habits  of  the  people  who 
read  the  magazines.  It  was  apparent  that 
each  advertisement  must  compete  with  many 
other  interests  for  a  share  of  the  reader's 
tins.  Moreover,  when  other  interests  dom- 
inate the  reader's  attention  we  should  log- 
io«G.ly  expect  advertising  to  be  neglected, 
and  this  neglect  would  naturally  be  reflect 
ed  in  fewer  replies. 

TABLE  S6. 

Analysla  of  the  S«««oaal  Influeno« 
Upon  AdTwrtlalng  Rssponae 

Product  D 


NtflBber 

Total 

Total 

Coat  par 

Uonths 

of  Ads. 

Inquirlea 

Space  Coat 

Inquiry* 

January 

21 

16.302 

1  95,285. 

• 

5. SI 

February 

22 

27,455 

70,960. 

B.58 

March 

20 

27,216 

79,345. 

2. 92 

April 

22 

24,023 

80,085. 

3.33 

May 

19 

1ft, 300 

73,935. 

4.54 

June 

20 

15,079 

72,835. 

4.83 

July 

19 

13,860 

81,235. 

6.86 

August 

20 

10,537 

76,325. 

7.24 

September 

18 

10,603 

76,660. 

7.23 

October 

20 

9,585 

76,825. 

8.02 

NoTenber 

19 

10,561 

71,285. 

6.76 

December 

17 

7,966 

65,150. 

6.18 

*Baaed  \ 

ipon  the 

MODth  in  which 

the  ad.  appeared 

TABLE  27. 

Analysla  of  the  Seasonal  Influence 
Upon  Adrertlalng  Reaponae 


Product  D* 

Nuaber 

Total 

Total 

Coat  per 

Mentha 

of 

Ads. 

Inquiries 

Space 

Coat 

Inquiry** 

January 

3,283 

• 

11 

,050. 

# 

3.37 

February 

5,391 

11 

,050. 

2.03 

March 

5,884 

11 

,050. 

1.88 

April 

4,477 

11 

050. 

2.47 

M*y 

3,120 

11 

,050. 

3.54 

JUna 

2.854 

11 

050. 

3.87 

July 

2,384 

11 

050. 

4.64 

August 

2,308 

11 

,050. 

4.60 

September 

2,366 

11. 

050. 

4.67 

October 

2,286 

11. 

,050. 

4.89 

NoTaaiber 

2.262 

11 

050. 

4.89 

Deoeaber 

2,090 

11. 

050. 

5.29 

'Including  alx  publications  which  carried  the 
aame  alze  apace  in  the  aaae  poaition  every 
Donth  during  the  year  1932 
** Baaed  upon  the  month  in  which  the  ad.  appeared 


TABLE  28. 

Analyaia  of  the  Saaaonal  Influence 
Upon  Advert 1 a ing  Reaponae 

Product  E 


Nuniber 

Total 

Total 

Coat  par 

Montha 

of  Ada. 

Inquirlea 

Spaoe  Coat 

Inquiry* 

January 

1 

715 

I  8,050.00 

1 

2.87 

February 

6 

9.173 

19,750.00 

8.15 

March 

8 

11.051 

85,085.00 

8.87 

April 

8 

7,636 

16.525.00 

8.4^ 

itoy 

5 

4,235 

17,365.00 

4.11 

Jlina 

- 

- 

- 

- 

Xalj 

- 

- 

- 

- 

Auguat 

- 

- 

- 

- 

September 

S 

583 

3,185.00 

9.98 

October 

10 

2,384 

16.104.50 

ft. 76 

MoTaaiber 

9 

8,139 

13,579.50 

ft. 36 

Deo^ber 

. 

. 

. 

. 

*Baaed  upon  the  aonth  in  which  the  ad.  appeared 


TABLE  29. 

Analyais  of  the  Seasonal  Influence 
Upon  Advert 1 a ing  Response 


Product  F 

Number 

Total 

Total 

Cost  per 

Months 

of 

Ads. 

Inquiries 

Space  Coat 

Inquiry* 

January 

. 

- 

- 

• 

February 

2 

44,450 

1 

20,850. 

.47 

March 

3 

34,737 

21,175. 

.61 

April 

- 

- 

- 

- 

May 

- 

- 

- 

- 

June 

- 

- 

- 

- 

July 

- 

- 

- 

- 

August 

- 

- 

- 

- 

September 

8 

31,353 

16,050. 

.91 

October 

8 

37,920 

20,850. 

.99 

November 

1 

24,832 

9,300. 

.37 

December 

3 

71,578 

27,600. 

.39 

\\ 


*Ba8ed  upon  the  month  in  which  the  ad.  appeared 

It  was  found  that  the  above  theory 
^irather  successfully  explained  the  month-to- 
knonth  variations  in  advertising  response. 
In  other  words,  during  those  months  when 
iloutside  interests  seem  to  dominate  the 
jreader's  attention,  we  observed  a  pro- 
nounced decline  in  replies,  and  in  those 

onths  when  the  reader  seemed  most  free 

rom  outside  attractions  we  detected  a 

arked  increase  in  replies. 

In  general,  it  would  seem  that  in  the 
early  months  of  the  year,  chiefly  January, 
February  and  March,  people  are  confined 
indoors  and  the  have  the  greatest  amount 

f  time  to  read.  Beginning  in  April,  the 


r 
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warmer  weather  takes  people  outdoors  and 
their  tine  Is  oooupled  with  gardening,  out- 
door sports,  plonlos,  Taoationlng  and  tray- 
el.  The  oall  of  the  outdoors  continues  to 
occupy  the  spotlight  of  popular  Interest 
even  up  Into  October.  Moreover,  the  devel- 
opxnent  of  football  during  recent  years  has 
provided  another  source  of  competition  for 
the  magazine  reader's  attention.  With  the 
close  of  the  football  season  comes  Thanks- 
giving and  from  then  on  until  the  close  of 
the  year  people  are  more  and  more  occupied 
with  holiday  Interests. 

TABLE  30. 

Analysis  of  th«  Saaaonal  Influeno* 
Upon  AdTertlsln^  liMpons* 

Product  0 


Nuabar 

Total 

Total 

Coat  par 

Months 

of  Ads. 

Inquiries 

Spaoa  Coat 

Inquiry* 

January 

. 

^ 

^ 

_ 

Fabruary 

- 

- 

. 

» 

Maroh 

. 

. 

. 

^ 

April 

- 

_ 

V 

^ 

M»y 

- 

. 

. 

» 

Juna 

* 

. 

. 

« 

July 

m 

. 

• 

« 

August 

- 

• 

• 

s 

Saptaabar 

- 

- 

• 

« 

Ootobar 

- 

. 

. 

* 

RoTsabar 

6 

13,386 

1  59,100. 

•  4.43 

Daosabar 

6 

1£,6£5 

59,100. 

4.66 

*Baaad  upon  tha  aonth  in  vhieh  tha  ad.  appaarad 


TABLE  SI. 

Analysis  of  tha  Saasonal  Influanoa 
Upon  AdTartlslng  Raaponsa 


Product  H 

iruBbar 

Total 

Total 

Coat  par 

Months 

of  Ads. 

Inqulrlas 

Spaca  Coat 

Inquiry* 

January 

S 

4,t77 

#  8,550. 

• 

i.oo 

Fabruary 

3 

16, £80 

17,175. 

1.05 

Maroh 

3 

11,253 

17,6£S. 

1.87 

April 

a 

6,418 

15.5£5. 

8.42 

May 

- 

^  • 

- 

- 

Juna 

- 

. 

- 

• 

July 

- 

- 

- 

- 

August 

- 

• 

- 

m 

8apt«Bbar 

1 

4,514 

9, £00. 

8.04 

Ootobar 

s 

6,531 

15,000. 

8.30 

NoT«Bibar 

8 

8,645 

1£,300. 

1.48 

Daoaabar 

3 

8,136 

19,275. 

8.37 

*Basad  upon  tha  aonth  in  whioh  tha  ad.  appaarad 


rig.  7.-  Ssaaonal  Trand  of  Inquiry  Coata.   (Baaed  upon  tha  ad- 
Tartlaloe  of  Produot  A  in  SI  ganaral  maeazlnea  during  1032) 


In  order  to  check  the  accuracy  of  the 
foregoing  theoretloea  explanation  of  sea- 
sonal trend,  letters  were  addressed  to  sev- 
eral large  publishers  asking  for  monthly 
records  of  newsstand  sales  and  advertising 
volume  for  the  year  1932.  In  addition, 
each  letter  contained  a  chart  showing  a 
typical  seasonal  trend  based  upon  one  of 
the  products  In  the  present  survey.  The 
publishers  were  asked  for  suggestions  or 
comments  which  might  help  to  explain  the 
seasonal  variation  In  replies.   Although 
eight  publishers  responded  with  figures  In 
one  form  or  another,  none  of  them  ventured 
an  explfluiatlon. 

The  purpose  In  requesting  records  of 
newsstand  sales  was  to  determine  the  rela- 
tionship, If  any,  which  existed  between 
the  trend  of  Inquiries  and  the  trend  of 
reader  Interest  which  was  manifested  In 
any  particular  publication.  Certainly  If 
reader  Interest  did  follow  any  definite 
seasonal  trend  this  fact  should  be  reflect- 
ed In  the  newsstand  sales  of  the  magazines* 
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4^.   ^  j^  u^  i^  };i.  M  ^  A. 

rig.  8.-  SMsonal  Trend  of  Inquiry  Costa.  (B«m4  upon  tb«  ad- 
T*rtl»ln«  of  Produot  C  In  flva  ■tflKxlnM  during  tho  yoar  199C* 


m     JUL      /ULmtjf^^^Mr*<f^ 
rig.  9.-  3>««tMi«l  TT«nd  of  Inquiry  Coat*.  (Baaad  upon  tba  ad- 
Tartlslag  of  Piodtiot  D  in  SS  gananO.  aagaxinaa  during  193S) 


,,.  X.    Ai   A.  J^.  ^  JL  A  A  P  ^-  ^  J^ 


rig.  10.-  aaaaonal  Trand  of  Inquiry  Coata.  (Baaad  upon  tha 
•drartlalng  of  Produot  D  in  alz  lovar  olaaa  Magazinaa.  193S} 


S 

H 

H 

s 

a 


Zl 


Cost  par  Inquiry 


JLu^^^f^^A 


Pig.  11.-  3aa»onal  Trand  of  Inquiry  Coata.  (Baaad  upon  tha 
adTartlalng  of  Produot  I  In  taalTa  aagazinaa  during  193«) 
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More  speoifieallj,  if  the  readers  of  a  glT- 
en  magazine  are  induced  by  eoopeting  inter- 
ests to  neglect  their  reading  of  that  maga- 
zine, then  there  will  be  a  certain  percent- 
age whose  interest  will  lag  sufficiently 
to  cause  them  to  discontinue  temporarily 
the  magazine.  This  would  apply  more  par- 
ticularly to  those  readers  who  purchase 
the  magazine  by  the  single  copy.  As  may  be 
seen  from  graphs  ?igs.  12  to  15,  there  is 
a  rather  close  correspondence  between  the 
trend  of  newsstand  sales  and  the  trend  of 
replies.  However,  in  the  case  of  some  pub- 
lications this  relationship  brealcs  down, 
especially  during  the  fall  months.  This  is 
clearly  illustrated  in  7ig.  14. 


iL    J^    4,    JL  A    J^ 


rig.  It.-.  Coaparlson  of  Tr«ad  of  toplios  with  IvvMUDd 

b7  Itantha.   (Baa«4  vpon  tlM  n«VMUad  •*!••  of  Tovar  Ita^slB«« 

•Bd  Xbm  iitfqulriM  xooolTtd  tram  thm  adTtrtlslac  of  rroduot  D) 


In  attempting  to  discower  the  rela- 
tionship between  adrertising  rolume  and 
the  trend  of  replies,  two  lines  of  inres- 
tigation  were  followed.  In  the  first 
place,  the  monthly  advertising  expendi- 
tures for  each  product  were  plotted  along 
with  the  monthly  cost  per  reply  for  that 


^.       ^        my      «lw  Xif        4iy   J^.  lii.        Aw  nC  , 

flC*  13.-  Coapftrlson  of  the  Trend  of  Rapllss  with  NtwastanU 
8«l«a  bjr  llontha.  (BASod  upon  tha  nswaatand  ■•lea  of  Photo- 
plax  and  th«  Inquiries  r«c«lT«d  from  Product  D  advartlalne) 


SOO 


■00 


100 


71«.  14.-  CcmtmrlBoa  of  tb«  Tr«nd  of  Boplloa  vltb  HovMtnA 
•>!••  by  MoatlM.  (B«Md  ^poo  tho  utm—faA  •«!••  of  PhjraioAl 
Cttltvr*  Maf  It—  aoA  tb*  ropllos  r«««iT«d  by  pvoAiaet  9) 
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'if        tLm      >*^       4^ 


♦»   %   *^      **   *♦  'ff^ 
rig.  15.-  CoBpairlson  of  th«  Trmd  of  R«pll«a  with  N«wact«ad 
Salaa  by  Months.  (Baa«d  upon  th«  newsstand  sslss  of  Uotlon 
Ploturs  Unit  and  tha  rapllas  raoalTad  by  Produst  0) 


prodaot.  Secondly,  the  total  monthly  adver- 
tising Toliune  in  a  given  publication  was 
related  to  the  monthly  replies  reoeired 
from  the  same  publication  by  a  representa- 
tire  product. 

The  relationship  which  exists  between 
the  monthly  adyertising  expenditures  of  a 
product  and  the  replies  receiTed  is  appear- 
ently  rery  small.  In  many  instances  there 
is  an  inTerse  relationship  and  we  find  the 
replies  greatest  when  the  expenditure  is 
small  and  Tice  rersa.  This  tendency  is  il- 
lustrated in  Figs.  16  to  20. 

A  study  of  Fig.  6  on  page  15  reveals 
a  fairly  high  degree  of  correspondence  be- 
tween the  monthly  volume  of  advertising  in 
a  given  magazine  and  the  trend  of  advertis- 
ing response.  That  the  relationship  is  a 
positive  one  is  clearly  indicated  by  the 
fact  that  replies  are  heaviest  when  the 
volume  of  advertising  is  greatest.   This 
observation  is  especially  interesting  be- 
cause it  is  contrary  to  advertising  princi- 
ples. In  other  words,  advertising  has  al- 
ways logically  insisted  that  the  trend  of 


■alia 


M*.       i4a  >M         m*       i^        ^       Jmm     JUf        Kf.      5^.      Of.         4W.      X 

Pig.  16.-  Conparlaon  of  Inquiry  oosta  with  Magazine  Sxpandl- 
turaa.  (Baaad  upon  the  aonthly  ezpendlturea  and  oosts  per 
reply  for  Product  A  during  the  year  1938) 


^  m,     ,»m     ^     A^     *tt.     Oit. 

ng.  IT.-  Ceavulww  of  ZB««i>T  Costs  wltti  Mag 

turss.  (Ba— d  t^en  ths  aoathly  ezpaodltursa  saA  oosts  por 

reply  for  proAuat  C  isrlag  the  yoar  IVSt) 
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advertising  response  is  Inversely  related 
to  the  volume  of  oonpetlng  advertising  and 
that  an  advertisement  Inserted  in  a  given 
publication  along  with  fifty  pages  of  oom- 
peting  advertising  will  normally  produce  a 
greater  resx>onse  than  the  same  advertise- 
ment inserted  in  the  same  publication  a- 
long  with  one  hiindred  pages  of  comi>eting 
advertising. 

The  most  logical  explanation  of  the 
close  correspondence  between  the  trend  of 
advertising  response  and  the  monthly  vol- 
ume of  magazine  advertising  would  seem  to 
lead  us  back  to  the  theoretical  explana- 
tion of  the  seasonal  trend  of  replies.  In 
other  words,  advertisers  in  general  have 
found  that  advertisements  inserted  during 
certain  months  elicit  a  much  greater  re- 
sponse than  those  appearing  in  other  months, 
therefore  there  is  a  tendency  among  all  ad- 
vertisers to  concentrate  their  advertising 
in  those  months  which  by  experience  have 
proven  to  be  the  best  months.  Assuming 
that  there  is  a  seasonal  trend  of  inquiries 
it  is  conceivable  that  the  attempt  on  the 


ttlXmn 


i.    jL    ^     ^    J^    A,   JL  JHf    i!^    J^, 


A   i,  A 


fig.  IS.-  Co^«rlsoQ  of  loqalry  Coat*  vltfe  ItataziB*  lzp«t4l> 
t\ir««.   (B— d  upon  tb*  ■OBthly  •sp«ndltuv«s  aod  eo«t«  f«r 
rmplf  for  Froduot  D  durla<  tiM  r—*  193<) 


TIKT'TC^^Siy' 


Fig.  19.-  CoaparlsoD  of  Inquiry  Coats  with  I'agazln*  l£xp4ndi- 
tur«a.   (Based  upon  the  aonthly  expendlturoa  and  costs  psr 
reply  for  Product  E  during  the  year  193^) 
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•-•  ^i»      ^     S?     ^      Sy     jkSj^     jQ.    jyr     <w.     A*     J 

71g.   to.-  CoaparlsoD  of  Inquiry  Costs  with  Magazine  lzpeadl< 
tares.    (3ased  upon  the  oonthly  expenditures  aad  costs  per 
reply  for  Product  B  during  the  year  1992) 
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part  of  adTertlsers  to  take  advantage  of 
this  trend  would  produce  a  very  oloae  rela- 
tlonebip  between  advertising  volinne  and  re- 
sponse* 

It  was  recognized  that  no  analysis  of 
seasonal  trend  would  be  complete  without 
some  consideration  of  the  economic  forces 
which  continually  exert  an  influence  upon 
society.  ▲  study  was  made  to  determine 
the  relationship,  if  any,  which  existed  be- 
tween the  trend  of  advertising  response 
and  business  conditions  in  general.   For 
purposes  of  comparison,  four  indices  of 
business  were  plotted  along  with  the  sea- 
sonal trend  of  replies  of  Product  D.   In 
examination  of  Fig.  81  reveals  a  rather 
consistent  relationship  between  the  season- 
al trend  of  business  during  1932  and  the 
trend  of  replies.   Except  for  some  minor 
fluctuations,  the  trend  of  business  condi- 
tions was  almost  steadily  downward  while 
the  trend  of  the  cost  per  inquiry  moved  up- 
ward with  an  almost  equal  degree  of  regu- 
larity. Although  this  indicates  a  direct 
relationship  between  the  trend  of  business 
and  the  trend  of  advertising  response,  it 
is  clear  that  the  fluctuations  in  business 
are  not  sufficient  to  account  for  the  wide 
seasonal  variations  in  the  trend  of  adver- 
tising response. 

As  the  reader  has  perhaps  already  rec- 
ognized, the  greatest  fundamental  weakness 
in  the  seasonal  trend  of  replies  as  shown 
by  the  products  in  this  investigation  is 
the  fact  that  the  study  includes  the  re- 
plies for  only  one  year.  In  an  attempt  to 
overcome  this  weakness,  figures  were  ob- 
tained for  one  product  covering  a  five- 
year  period  of  advertising  in  three  large 
women's  magazines.  With  few  exceptions, 
these  advertisements  appeared  in  four  col- 
ors in  single  and  double  page  space,  and 
almost  all  of  them  carried  a  coupon.  The 
trend  of  the  calculated  cost  per  inquiry 
for  this  five-year  period  is  shown  graphi- 
cally in  Fig.  22. 

Even  though  the  trend  of  replies  for 
the  five-year  period  differs  materially 
from  the  seasonal  trends  based  upon  the 
year  1932,  there  are  certain  fundamental 
characteristics  which  are  more  or  less 


eommon  to  all  of  the  plotted  curves.   For 
example,  a  straight  line  drawn  through  all 
of  the  trend  lines  would  follow  a  definite 
upweurd  course  throughout  the  year.   More- 
over, the  five-year  trend  line,  like  the 
one-year  curves,  reveals  a  lower  inquiry 
cost  during  the  early  months  of  the  year 
and  a  gradually  rising  cost  per  reply  as 
we  approach  the  warmer  months.  During  the 
last  quarter  of  the  year  the  relationship 
between  the  two  curves  is  less  apparent, 
but  even  here  there  is  at  least  one  funda- 
mental similarity,  namely  the  tendency  of 
both  to  reveal  higher  inquiry  costs  during 
November  and  December  than  during  January 
and  February. 

BeUan 


*t 
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Fig*  21 •-  Trend  of  Inqulxy  Costs  Comparsd  «ltb  Four  Indexes 
of  luslnsss  Activity.  (Based  upon  the  composite  Inquiry  costs 
for  Product  D  sad  indexes  from  "Survey  of  Current  Business") 

In  the  final  analysis,  the  evidence 
presented  here  in  support  of  a  seasonal 
trend  of  advertising  response  is  not  suf- 
ficient to  form  the  basis  for  any  sound 
conclusions.  For  the  most  part,  the  data 
covers  only  one  year  and  represents  the 
experience  of  only  eight  advertisers.  It 
would  be  a  mistake  to  assume  that  this 
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trend  would  hold  true  In  any  other  year  or 
with  any  other  group  of  produots.  The  otI- 
dence  has  been  presented  here  aierely  to  In- 
dicate the  presence  of  a  tendency  which 
may  hare  had  a  decided  Influence  upon  ad- 
Tertlslng  response  during  the  year  covered 
by  this  report. 


NOTX 
After  the  analysis  of  seasonal  trend 
had  been  completed,  the  Promotion  Depart- 
ment of  True  Story  sent  in  an  Index  of  sea* 
sonal  variation  In  replies  which  was  taken 
from  Dr.  Starch's  analysis  of  5,998,245  re- 
turns  from  8,500  magazine  and  newspaper 


TABLE  3£. 


8««aonal  Variation  in  Costa  par  Raply 


Month 

Produot  A 

Produot  B 

Product  C 

Produot  D 

Produot  X 

Produot  F 

Product  a 

Product  H 

2.00 
1.05 
1.57 
2.42 

January 

♦   - 

1  15.96 

1  .81 

1  5.21 

•  2.87 

Fabruary 

- 

.82* 

.53 

2.58 

2.15 

.47 

March 

7.16 

8.26 

.73 

2.92 

2.27 

.61 

April 

0.55 

7.72 

.85 

3.33 

2.43 

itay 

11.59 

10.86 

.85 

4.54 

4.11 

_ 

Jtma 

16.  £7 

14.08 

1.56 

4.83 

July 

12.91 

- 

.89 

5.86 

•» 

Au^niBt 

23.22 

6.82 

1.41 

7.24 

^ 

Saptaaber 

25.67 

- 

1.22 

7.23 

5.98 

.51 

2.04 
2.30 
1.42 
2.37 

Ootobar 

28.30 

16.32 

1.52 

8.02 

6.76 

.55 

Norambar 
Oadambar 

- 

64. 34** 

75.74»* 

l.t9 
1.64 

6.76 
8.18 

6.35 

.37 
.39 

4.43 

4.68 

•Thla  ad.  oarriad  a  coupon    ♦*Tlil»  ad.  of  farad  a  25^  cook  book 


TABLK  33. 

Analyaia  of  tha  Saaaonal  Influanca 
Upon  AdTartiaing  Raaponaa 

Product  B* 


Number 

Total 

Total 

Coat  par 

Mentha 

of  Ads. 

Inquiries 
79,875 

Space  Coat 
$   166,000. 

Jt 

iquiry* 

January 

14 

2.08 

February 

14 

126,207 

298,600. 

2.37 

March 

U 

43,361 

157,850. 

3.64 

April 

IS 

68,848 

197,700. 

2.87 

May 

u 

49.169 

151,950. 

3.09 

Juna 

• 

22,583 

67,950. 

3.01 

July 

4 

9,949 

40,100. 

4.03 

August 

7 

17,588 

77,150. 

4.39 

September 

8 

44,779 

95,280. 

2.13 

October 

14 

104 , 180 

294,500. 

2.83 

NOTember 

10 

52,057 

184,900. 

3.55 

December 

9 

67,014 

197,700. 

2.95 

♦Baaed  upon  a  fire-year  record  of  retuma  from 
adTertising  in  Ladles'  Home  Journal,  Woman's 
Home  Companion  and  Good  Houaakeeping,  1925  to 
1929,  incluslTe. 

It  is  believed  that  further  Investi- 
gation along  this  line  will  reveal  a  def- 
inite seasonal  trend  of  advertising  re- 
sponse, perhaps  not  so  pronounced  as  that 
Indicated  here,  but  certainly  embodying 
many  of  the  fundamental  characteristics 
which  have  been  Indicated  so  strikingly  by 
the  products  Included  in  this  survey. 


advertisements.  Dr.  Starch's  figures  are 
reproduced  In  Table  34  and  shown  graphi- 
cally in  Fig.  23.  It  is  Interesting  to 
note  that  the  seasonal  variation  as  ob- 
served in  Dr.  Starch's  analysis  does  not 
differ  essentially  from  the  seasonal  trend 
of  replies  as  illustrated  in  this  report. 

TADLE  34. 

Seasonal  Variation  in  the  l.'umber  of  Replies 

Based  on  Dr.  Starch's  Analysis 
of  3,998,245  Returns  from  2,500 
!£agazine  and  newspaper  ada. 


Months 

January 

February 

March 

April 

May 

Juna 

July 

Auguat 

September 

October 

November 

December 


Reply  Ratios 


120 

130 

121 

99 

86 

as 
as 

92 
108 
U6 

99 

ao 


loo  s  Average  for  the  year 
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rig.  es.-  S««soul  T7«Qd  of  Inquiry  Co«ta.  (Based  apon  ■  fiw- 
y*ar  r«oord  of  returns  from  Ladles*  Hone  Journal,  Oood  Bovae- 
keeplng  and  foaan's  Hone  CoBpanion.  Product  B) 


Aa   shown  previously  In  the  analysis 
of  seasonal  trend,  there  Is  a  close  corre- 
spond enoe  between  the  trend  of  business  ac- 
tlTity  and  the  trend  of  replies  throughout 
the  year  1932.  Moreover,  It  Is  possible 
to  demonstrate  the  presence  of  a  relation- 
ship between  the  business  cycle  and  the 
circulation  of  magazines.  However,  the  ex- 
tent to  which  a  person's  economic  status 
modifies  his  tendency  to  return  a  coupon 
Is  rather  difficult  to  determine.   In  this 
connection,  the  experience  of  one  advertis- 
er may  have  some  value.  Product  B  ran  an 
advertisement  In  October,  1929  which  drew 
454  replies  per  hundred  thousand  readers. 
This  Identical  advertisement  was  repeated 
In  October  1930  and  pulled  573  replies  per 
hundred  thousand  circulation.  In  February, 
1932  the  same  advertiser  Inserted  another 
piece  of  copy  which  pulled  1371  replies 
per  hxmdred  thousand  readers.  This  second 
advertisement  was  Identical  In  size  and  ap- 
peared In  the  same  group  of  magazines,  yet 
in  spite  of  adverse  business  conditions  It 
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Fig.  23.-  Seaaonal  Trend  of  Replies.  (Baaed  upon  an  analyals 
of  2,500  oagazlne  and  newapeper  advert iaeaenta  by  Dr.  Starch} 


was  by  far  the  most  productive  that  this 
advertiser  has  ever  run.  These  compari- 
sons tend  to  Indicate  that  economic  condi- 
tions do  not  materially  alter  the  degree 
of  advertising  response. 

It  Is  earnestly  believed  that  too  lit- 
tle attention  has  been  given  In  the  past 
to  the  part  played  by  supplementary  adver- 
tising In  augmenting  advertising  response. 
Perhaps  this  is  due  In  part  to  the  fact 
that  it  is  extremely  dlfflcxilt  to  check  re- 
sults. Suppose  that  a  woman  sees  an  adver- 
tisement in  her  favorite  magazine,  "XYZ 
Baking  Powder  makes  biscuits  light  and 
fluffy."  On  her  way  to  the  grocery  she 
sees  the  same  message  on  a  billboard  or 
perhaps  in  her  grocer's  window.  No  one 
can  deny  that  this  woman,  because  of  her 
exposure  to  the  supplementary  advertising, 
Is  going  to  be  a  trifle  more  Inclined  to 
return  the  coupon  for  the  "lYZ"  Cook  Book 
than  she  would  have  been  otherwise.  This 
analogy  could  be  extended  to  Include  car 
cards,  radio  and  all  of  the  other  forms  of 
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supplementary  advertising,  but  the  main  ob- 
ject here  is  to  emphasize  the  importance 
of  supplementary  media  in  stimulating  ad- 
vertising response. 

In  order  to  discover  the  extent  that 
supplementary  advertising  was  used  by  the 
products  covered  by  this  report,  a  question- 
naire was  mailed  to  each  advertiser.   The 
results  are  presented  in  Table  35,   It  is 
clear  that  the  use  of  supplementary  adver- 
tising during  the  period  covered  by  this 
report  has  varied  widely  among  the  products 
studied.  Some  advertisers,  although  they 
used  other  forms  of  advertising,  made  no 
attempt  to  tie  it  up  with  their  advertising 


£6 


in  magazines.  While  it  was  impossible  to 
measure  the  influence  of  supplementary  ad- 
vertising upon  response,  its  importance  as 
an  influencing  factor  is  clearly  recognized. 
Moreover,  observations  made  in  the  present 
analysis  lead  us  to  conclude  that  the  in- 
fluence of  supplementary  media  in  stimula- 
ting replies  is  far  greater  than  past  in- 
vestigations along  this  line  have  been 
willing  to  admit. 


(The  questionnaire  which  was  mailed  to  ad- 
vertisers concerning  their  use  of  supple- 
mentary media  is  shown  in  Fig.  25.) 


TABLE  35. 

Table  Showing  the  Use  of  Supplementary  Forma  of 
Adrertlaing  by  Produote  Corered  by  this  Report 


The  extent  to  which  the  form 
of  advertlaing  waa  uaed 


Form  of 
Adrertlalng 

Radio 
Outdoor 
Car  Carda 
Newapapera 
Direct  Hall 
Dealer  Helps 


Product  A 

■ 

N 

H    TO 

N 

H   Ta 


R  =•  Regularly 
0  =  Occaaionally 
N  =  Not  uaed  at  all 


Product  B 


B 
0 
N 

R 
N 

R 


IV 
TO 

TU 

TO 


Product  C 


0 
N 
N 

0 
0 
R 


NTU 


TO 
NTO 

lira 


The  extent  to  which  the  form 
of  advert la Ing  was  tied  up  with 
the  adrertlalng  in  magazines 


TU  •  Waa  tied  up 
NTU  =s  Was  not  tied  up 


Product  D 

R  TO 

H 

H  TU 

0  TO 

N 

0  TO 


^^"""^  ?    Product  F    Product  G    Product  H 


0  NTU 

N 

N 

0  NTO 

R  NTO 

R  NTO 


N 
N 
N 
N 
N 


0 
0 
0 
0 
N 
R 


TO 
TO 
TU 
TO 

NTO 


0 
H 
H 
0 
0 
R 


NTO 


NTO 
TO 

TO 
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APPENDIX 


AM   was  preriously  pointed  out,  the  purpose  of  this  Investiga- 
tion was  to  dlsooTer  and  to  evaluate  the  forces  whloh  tended  to  In- 
fluence, In  one  way  or  another,  the  volume  of  advertising  response. 
With  this  In  mind,  an  attempt  was  made  to  discover  a  relationship 
between  the  quality  of  an  advertisement  and  the  response  whloh  that 
advertisement  actually  received.   This  was  done  by  analyzing  each 
advertisement  In  terms  of  the  accepted  qualities  of  headline,  copy, 
layout,  etc.  Fig.  ^4_ln  this  section  shows  the  scale  of  values 
which  were  employed  In  this  phase  of  the  Investigation.  A  study  of 
the  tables  which  follow  Indicates  that  the  results  obtained  from 
this  analysis  were  quite  contrary  to  the  accepted  principles  of  ad- 
vertising.  For  example,  advertisements  which,  on  the  basis  of 
oopy  and  layout  rating,  should  have  produced  the  greatest  volume  of 
replies  actually  produced  very  poor  returns,  while  other  advertise- 
ments rated  much  lower  In  quality,  pulled  Inquiries  at  very  low 
costs.  One  explanation  of  this  striking  reversal  may  very  well  be 
the  difficulty  of  determining  which  qualities  an  advertisement  did 
or  did  not  possess.   It  Is  because  of  the  contrary  nature  of  these 
figures  that  they  have  been  omitted  from  the  main  body  of  the  re- 
port and  assembled  here. 


In  addition  to  the  material  referred  to  above,  this  section  of 
the  report  contains  some  tables  which  were  not  Included  In  the  main 
section  due  to  the  smallness  of  the  sample.  This  Includes  Tables  40 
to  45,  Inclusive.  Included  also  Is  a  copy  of  the  questionnaire 
which  was  sent  to  all  advertisers  Included  In  this  report  and  con- 
cerned their  use  of  supplementary  advertising  during  the  year  1932. 
The  Information  secured  from  this  questionnaire  is  Included  in  the 
main  body  of  the  report.  See  Table  35  on  page  26. 
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TABLE  36. 

An  Analysis  of  Inqulxy  Costs  Aeoordine  to 
ths  HoAdlins  Quslltlss 


quality 
Rating 


NttBbar 
of  Ads. 


Six  out  of  soTsn  71 
FITS  out  of  soTon  72 
Four  out  of  ssTsn   14 


Six  out  of  soTon    31 
FlTo  out  of  seven   73 


Seven  out  of  seven  14 

Six  out  of  seven*  34 

Five  out  of  seven  13 

Four  out  of  seven  6 


Six  out  of  seven  1 
Five  out  of  seven  12 
Four  out  of  seven   37 


Six  out  of  seven  IS 
Five  out  of  seven  13 
Four  out  of  seven    4 


Six  out  of  seven 
Five  out  of  seven 


Six  out  of  seven 
Five  out  of  seven 
Four  out  of  seven 


Seven  out  of  seven 

(all  the  same  ad. ) 
Six  out  of  seven 


6 

ft 


Total 
Inquiries 

(Product  D) 

74,581 
55,276 
19.620 

(Product  A) 

1,228 
4,563 

(Product  B) 

6,465 

27,919 

6,068 

6,655 

(Product  I) 

242 

14,683 
22,933 

(Product  C) 

38,306 

18 , 682 

6,232 

(Product  G) 

14,316 
11,635 


Total 

Space  Coat 


$  318,160. 

358,365. 

76,890. 


25,623 
53,469 


119,530. 
249,998. 
122,510, 
119,600. 


2,137. 
35,688. 
77,780. 


31,544. 

24,221. 

5,347. 


58,700. 
59,500. 


*Advertlsesiants  with  coupons  were  oBltted 


Cost  par 
Inquiry 


4.27 
ft. 48 
3.92 


20.87 
11.72 


18.49 

8.78 

20.19 

17.97 


8.83 
2.43 

3.39 


.82 

1.30 

.86 


4.10 
5.11 


(Product  H) 

13 

48,841 

85,700. 

1.75 

4 

11,787 

21,500. 

1.82 

2 

5,426 
(Product  F) 

7,450. 

1.37 

4 

96.410 

36,900. 

.38 

9 

148,460 

78,925. 

.53 

TABU  S7. 

An  Analysis  of  Inquiry  Costs  According  to 
the  Copy  Qualities 


quality 
Rating 


Six  out  of  elc^t 
Five  out  of  eight 
Four  out  of  eight 
Three  out  of  eight 


Six  out  of  eight 
Five  out  of  eight 
Four  out  of  eight 
Three  out  of  eight 


Eight  out  of  eight* 
Seven  out  of  eight 


Seven  out  of  eight 
Six  out  of  eight 


Six  out  of  eight 
Five  out  of  eight 
Four  out  of  eight 


Eight  out  of  eight 
Seven  out  of  eight 
Six  out  of  eight 
Five  out  of  eight 


Seven  out  of  eight 
Six  out  of  eight 
Five  out  of  eight 
Four  out  of  eight 


Sight  out  of  eight 
Seven  out  of  eight 
Six  out  of  eight 
Five  out  of  eight 


RUBber 

Total 

Total 

Coat  ^T 

of  Ads 

Inquiries 

Product  E 

Space  Cost 

Inquiry 

9 

11,107 

1  24,300. 

1  2.19 

14 

8,778 

30,296. 

3.45 

21 

15,896 

49,514. 

S.U 

6 

2,075 
(Product  C) 

11.493. 

S.54 

6 

11,253 

13,372. 

1.19 

6 

12,082 

13,897. 

1.15 

14 

35.965 

28,496. 

.79 

4 

3,920 
(product  F) 

5,347. 

1.36 

*  4 

96,410 

36,900. 

.38 

9 

148.460 
(Product  D) 

78,925. 

.53 

11 

14.190 

87,800. 

6.19 

146 

135.287 
(Product  A) 

665,614. 

4.92 

34 

1.676 

26,485. 

15.80 

54 

3,584 

40,695. 

11.35 

16 

531 
(Product  B) 

11,911. 

22.43 

14 

6.465 

119,530. 

18.49 

14 

15.958 

100,326. 

6.29 

23 

11,808 

223,276. 

18.91 

16 

12.873 
(Product  H) 

163,506. 

12.70 

6 

23,867 

42,350. 

1.77 

5 

20,410 

25,775. 

1.26 

7 

20.558 

42,775. 

2.06 

1 

1.220 
(Product  0) 

3.750. 

5.07 

1 

1,593 

8,500. 

5.34 

3 

3,768 

27.400. 

7.27 

7 

lO.ftOft 

73,000. 

4.40 

1 

3,964 

9,300. 

2.33 

*A11  the  aaae  advartiseMmt 
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TABLE  36. 

An  Analysis  of  Inquiry  Costs  Aooordlng  to 
the  Quality  of  tba  Layout 


quality 
Rating 


Six  out  of  six 
riTs  out  of  six 
Four  out  of  six 


Six  out  of  six 

riTS  out  of  six 

Four  out  of  six 


Six  out  of  six 
FITS  out  of  six 
Four  out  of  six 


Numbsr 

Total 

Total 

Cost  par 

of  Ads. 

Inquiriss 

Space  Cost 

Inquiry 

Product 

A 

34 

2,464 

1  87,831. 

1  11.05 

68 

3,857 

40,900. 

15.38 

£ 

70 
Product 

X 

1,960. 

88.00 

8 

3.681 

14.880. 

4.U 

S2 

16,975 

50,374. 

8.97 

80 

17 , 868 
Product 

H 

50,350. 

8.98 

13 

47,007 

90,100. 

1.98 

4 

14,482 

17,100. 

1.18 

2 

4,565 

7,450. 

1.63 

The  other  five  products  did  not  display  auffiolent 
variation  in  the  quality  of  their  layouts. 


TABLS  39. 

An  Analysis  oT  Inquiry  Costs  According  to 
the  Quality  of  the  Typography 


Quality 
Ratine 


tCediocre 

Avera.-^e 

Distinctive 


Mediocre 
Average 


Mediocre 
Average 


Number      Total       Total 
of  Ads.    Inquiries   Space  Cost 

Product  D 


Cost  per 
Inquiry 


4 

5,998 

1  42,000. 

$   7.00 

136 

131,116 

603,215. 

4.60 

17 

12,363 
Product 

_C 

100,200. 

8.75 

13 

20,442 

84 , 221 . 

1.18 

17 

42,778 
Product 

H 

36,891. 

.86 

8 

19.197 

32,050. 

1.70 

11 

46,657 

82,600. 

1.76 

TABLX  40. 

An  Analysis  of  Inquiry  Coats  Acoordlng  to 
the  Headline  Subject 


Headline 
Subject 


About  the  product 
Irrelevant 


About  the  product 
How  product  acts 
How  product  sez^es 

the  user 
Irrelevant 


About  the  product 
How  product  serves 

the  user 
Irrelevant 


Numbsr 

Total 

Total 

Cost  per 

of  Ada. 

Inquiries 
Product  A 

Si>ace  Cost 

Inquiry 

30 

1,415 

1  82,286. 

1  15.75 

74 

4,378 

Product  E 

56,805. 

12.99 

28 

6,168 

34,434. 

5.58 

£ 

981 

4,775. 

5.18 

81 

27,484 

65,110. 

2.37 

5 

3,345 
Product  H 

11,285. 

3.37 

13 

1 
5 


45,192 

1,710 
19,152 


71,175. 

3,750. 
39,725. 


1.57 

2.19 
8.07 


The  other  products  did  not  show  sufficient 
variatio!!  in  the  quality  of  the  t:.-pocraphy 


The  other  products  did  not  display  suffiojent 
variation  in  the  headline  subject. 


TABLE  41. 

An  Analysis  of  Inquiry  Costs  According  to 
the  Use  of  Color 


Use  of 
Color 


Black  and  white 
Four  colors 


Black  and  white 
Four  colors 


Number 

Total 

Total 

Cost  per 

of  Ads. 

Inquiries 

Space  Cost 

Inquiry 

Product  D 

137 

131,849 

$ 

635,575. 

1 

4.88 

14 

17 , 144 
Product  H 

114,600. 

6.68 

13 

39,177 

52,900. 

1.35 

6 

26,877 

61,750. 

2.30 

The  other  products  did  not  show  sufficient 
variation  in  the  use  of  color. 
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TABU  4S. 

An  Analjsls  of  Inqulz^  Coata  Aooordlag  to 
tha  Baalo  Copy  Appeal 


90 


TABU  43. 

An  Analyals  of  Inquiry  Coats  According  to 
the  Keohanloa  of  the  Illustration 


Copy 

Number 

Total 

Total 

Coat  par 

Appeal 

of  Ads. 

Inqulrlea 

Space  Coat 

Inquiry 

Ueohanlca  of 

•  Number 

Total 

Total 

Coat  per 

Product  A 

Illustration 

of  Ads. 

Inquiries 

Space  Cost 

Inquiry 

Product  D 

Sfflolenoy 

IS 

412 

1  10,055. 

1  24.40 

Health 

74 

4.372 

56,805. 

12.99 

■.7aah  drawing 

105 

83,325 

1  406,765. 

$   4.68 

No  dominant 

appeaj 

.   17 
32 

1,007 
ProdHOt  B 
24,995 

12,231. 
330,086. 

12.15 
13.21 

Photograph 
.7ater  Color 

36 
14 

49,008 
17,144 

Product  A 

232,050. 
114,600. 

4.73 
6.68 

Economy* 

Appetite** 

S 

668 

50,600. 

75.75 

Photograph 

17 

b43 

12,867. 

23.70 

Sex 

30 

21,441 

225.952. 

10.54 

Pen  *  Ink  Drawing    87 

5,248 

66 , 224 . 

12.62 

22 

Product  E 
5,046 

32.809. 

6.50 

■.Tash  Drawing 

5 

Product  H 

20,275. 

Economy 

15,582 

1.30 

Comfort 

27 

31.964 

78.520. 

2.46 

Photograph 

8 

Z6 , 595 

32,or5. 

1.38 

Gregarloua 

1 

848 

4,275. 

5.04 

.7ater  Color 

6 

2G,877 

61,750. 

2.30 

Product  F 

The  other 

products  did  not  show  s 

aff Iclent 

variation 

In  the  nech 

anlcs  of  the 

illustration 

t 

Gregarious 

8 

165,683 

73,800. 

.45 

Sex 

5 

79,187 
Product  H 

42,025. 

.53 

TABLE  44. 

Efficiency 

6 

22,741 

44,000. 

1.93 

An  Analysis  of  Inquiry  Costs 
Headline  Dlsnlav 

According  to 

Quality 

8 

25,642 

37.500. 

1.46 

Appetite 

4 

13,841 

21,900. 

1.58 

Sex 

1 

3,830 

11.250. 

2.94 

Headline 

Number 

Total 

Total 

Cost  per 

4 

Product  G 

Display 

of  Ads. 

Inquiries 
Product  B 

Space  Coat 

Inquiry 

Economy 

7,494 

38.950. 

5.19 

Quality 

Appetite 

Sex 

4 
1 

1 

8,654 
1,593 
2,453 

40,600. 

8,500. 

11,250. 

4.69 
5.34 
4.59 

Subordinate 
Medium 

17 
50 

9,036 
38,066 

$  224,330. 
372,308. 

$  25.93 
9.78 

No  dominant 

appeal 

2 

5,757 

18,900. 

3.28 

The  other  producta  did  not  ahow  aufflolent 

# 

♦Three 

variation  In  the 

deadline  die 

ploy. 

ads.  with  couiKjns  were  not 

included 

•♦All  of  these  ads.  offered  a  25!^  cook  book 

The  other  producta  did  not  show  sufficient 
variation  in  the  basic  copy  appeal. 


TABU  45. 

An  Analysis  of  Inquiry  Coata  According  to 
the  Nature  of  the  Offer 


The  Number 

Offer         of  Ads. 


Free  Cook  Book  56 
25  (T  Cook  Book  14 
Free  Cook  Book*    53 


Total      Total 
Inquiries   Space  Cost 


Product  B 

154,674 

2,381 

44,723 


I  509,208. 
160,830. 
445,808. 


Cost  par 
Inquiry 


I  3.29 

67.55 

9.97 


*Omlttlng  three  advertiaamenta  which  oontalned 
a  coupon. 

The  other  producta  did  not  ahow  aufficlent 
variation  in  the  nature  of  the  offer. 
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AN  ANALYSIS  OF  NATIONAL  MAGAZINE  INQUIRIES 

Product   •••••••••• 

•    •  Ifacazizie   ••••••.. 

.      .     BfttA      ........ 

WA9W      WA      W2|fl*WW        ••••••• 

Number  of 

Cost  Per 

•  VX^vUXSk  wXUXl      •••••• 

Returns  per 

Incnilrlea    ■•■■••••• 

•    •   Inauirv     •■■•■••. 

•  100.000  cir 

POSITION 

HEADLINE  SUBJECT 

BASIC  COPY  APPEAL 

ORight-Hand  Page 

O  About  Product 

O  Economy 

CD  Loft-Hand  Page 

LJHoir  Product  Acts 

□  Efficiency 

CD  Next  to  Reading 

OHow  Product  Serves  User 

□  Quality 

CD  2nd  or  3rd  Cover 

O Specific  User's  Experience     O Appetite 

CD  4th  Corer  Page 

O Apparently  Irrelevant 

□  Comfort 

□  Curiosity 

□  Gregarious 

NATURE  OF  THE  O^mi 

HEADLINE  QUAUTIES 

□  Sex 

□  Parental  Love 

CD  Free  Sas^le 

□  Timely 

□  Pleasure 

O  Free  Premium 

LJ  Unusual 

□  Vanity 

O  Free  Literature 

□  Relevant 

□  Health 

O  Sample  at  Small  Charge 

□  Succinct 

□  No  Domincmt  Appeal 

O  Premium           "             " 

□  Euphonious 

O  Literature 

□  Assimilable 

im  Selective 

COPY  CyJALITIES 

THE  USE  OF  COLOR 

HEADLINE  DISPLAY 

□  Timeliness 

□  Clearness 

D  Blaok  &  White 

□  No  Headline 

□  Conciseness 

Cj  Two  Colors 

□  Headline  Subordinate 

□  Smoothness 

O  Four  Colors 

□  Headline  Medium 

□  Believability 

□  Headline  Dominant 

□  Appropriateness 

□  All  Headline 

□  Reader  Interest 

USE  OF  A  COUPON 

□  Distinctiveness 
CD  Speoificness 

O  No  Coupon  at  All 

HEADLINE  LENGTH 

O  Small  Coupon 

UYOUT  QUALITIES 

D  Average  Coupon 

□  Under  five  Words 

O  Large  Coupon 

□  Five  to  Eight  Words 

□  Arresting 

O  Coupon  Featured 

□  Over  Eight  Words 

□  Balance 

□  Eye -Appeal 

□  unity 

THE  ILLUSTRATION 

MECHANICS  OF  ILLUSTRATION 

□  Movement  (Dynamic) 

□  Simplicity 

a  Picture  of  Product 

□  No  Illustration 

O  Product  in  Use 

□  Pen  &  Ink  Drawing 

THE  TYPOGRAPHY 

a  Result  of  Use 

□  Wash  Drawing 

□  Result  of  Disuse 

□  Photograph 

□  Mediocre 

□  Specific  User's  Experieno 

e  □Water  Color 

□  Average 

O  Appeurently  Irrelevant 

□  Oil  Painting 

□  Distinctive 

AwIIlCirKS**       .ee^^eeee 

Fig.  24.-  The  analysis  sheet  which  was  used  in  this  survey. 
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QUESTIONNAIRE 

Please  indicate  by  checking  the  appropriate  squares,  the  extent 
to  which  each  of  the  following  forms  of  advertising  were  made  a 
part  of  your  advertising  program  during  the  year  1932. 

*  *  1^  «  «  *  « 


RADIO  ADVERTISING 

O  Not  used  at  all 
O  Used  occasionally 
O  Used  regularly 

OUTDOOR  ADVERTISING 

O  Not  used  at  all 
O  Used  occasionally 
O  Used  regularly 

CAR  CARDS 

O  Not  used  at  all 
O  Used  occasionally 
D  Used  regularly 

NEWSPAPER  ADVERTISING 

O  Not  used  at  all 
D  Used  occasionally 
O  Used  regularly 

DIRECT  MAIL  ADVERTISING 

O  Not  used  at  all 
O  Used  occasionally 
O  Used  regularly 

DEALER  HELPS 

O  Not  used  at  all 
O  Used  occasionally 
D  Used  regularly 


Was  a  deliberate  attempt  made  to 
tie  up  your  radio  broadcasting  with 
your  advertising  in  magazines? 

a  Yes 

a  No 

Was  a  deliberate  attempt  made  to 
tie  up  your  posters  or  billboards 
with  your  magazine  advertising? 

a  Yes 

a  No 

Was  a  deliberate  attempt  made  to 
tie  up  your  car  cards  with  your 
advertising  in  magazines? 

a  Yes 

a  No 

Was  a  deliberate  atten^t  made  to 
tie  up  your  newspaper  advertising 
with  your  magazine  advertising? 
CD  Yes 

a  No 

V/as  a  deliberate  atten^jt  made  to 
tie  up  your  direct  mail  advertising 
with  your  magazine  advertising? 

□  Yes 

a  No 

Was  a  deliberate  atteir^t  made  to 

tie  up  your  counter  and  window  displays 

with  your  advertising  in  magazines? 

a  Yes 

a  No 


«4(««4i*4i4(4c4c 


Product 


Company 


Person  Supplying  Information, 
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Please  return  to: 


Harold  J.   Rudolph 

42  St.  Nicholas  Place 

Ft.   Thomas,  Kentucky 


Fig.   25.-  A  questionnaire  which  was  mailed   to  advertisers   in  this  survey. 
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